








Sell This Sto 
ry ft 
Industrial Plants. aad Radin on 


Cut YOUR Electric = 
ower Costs, 100! 


Eliminate Duplicate Power 
and Lighting Wiring... - 


Leaders are showing the way to gfe iter savings—bringing into 
the plant one system of higher voltrage—then tor lamps, elec- 
trical tools and appliances, they supply the lower voltage 
circuits where ™ anted by means of Jefferson Power Circuit 
Transformers. 
























Besides the saving in copper, conduit, and less line drop, 
full advantage is taken of the lower-cost power rates. 







Jefferson Transformers are made in Capacities ranging from 
05 KVA to 40. KVA;: they are air-cooled, equipped tor 
column, wall or floor mounting and are supplied with roomy 
wiring compartments. 









Let us mail a copy of our latest bulletin—chlip the coupon 
reminder below. JI EFERSON ELECTRIC ¢ OMPANY, Bell- 
wood, Illinois. ¢ anadian Factory: 5 35 College St., 1 oronto, Ont. 










JEFFERSON ELEC TRIC COMPANY 
Bellwood, Illinois 
Mail copy of Bulletin 381 PCT to 








Address «6.06098 6560 04 0n40F sss eeee tare Eee 


City amd Stabe ae ea 











Private Interior 
Telephone Systems 




























@ Comments like these confirm our proud boast that 
Automatic Electric private telephone systems have really 
made a hit with everybody. And still the market is practically 
untouched! Every office, shop, factory, and almost every 


home, is a prospective user. 





Automatic Electric makes private telephone systems to fit 


“We're glad we started pushing interior telee every need. We show below four of the many types avail- 
phones. This business is right up our alley.” 


able. Our field representative will be glad to supply you with 
literature, prices and discounts, as well as work with you 


on specific jobs. Call on him for help. 


SERV-U-FONES 


Attractively priced common- 
talking systems in capacities of 
two to ten stations. Conveniently 
packaged, simple to install. Dry 
cell operated. 





AUTO-COMS 
“Private telephone systems mean three things ; _ 

: : : Deluxe intercom. systems, pro- 
to us... a clean installation, a nice profit viding selective talking and se- 
and a pleased customer.” lective signaling service for a 
maximum of ten stations, and 
up to five connections at one 
time. No automatic switchboard 
needed. 





INTERCOMS 


Common-talking, — selective-ring- 
ing systems in capacities of two 
to eleven stations. Beautifully 
designed, and durably con 
structed for long faithful service. 


P-A-X’s 


Private Automatic Exchange sys- 
tems, available in all capacities. 
Use standard automatic  tele- 
phones and provide for a va- 
riety of special communication 





“Our new telephone system has ironed out the 
kinks in our office .. . don’t know why some- 
body didn’t get after us earlier.” services. 













AUTOMATIC <> ELECTRIC 


PRIVATE INTERIOR TELEPHONE SYSTEMS 


Distributed by: AMERICAN AUTOMATIC ELECTRIC SALES COMPANY, 1033 West Van Buren Street, Chicago Illinois 
Sales and Service Offices in Principal Cities In Canada: Canadian Telephones & Supplies, Limited, Toronto 
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_..THE SAME OPPORTUNITY IS YOURS 
WITH THE SQUARE D MULTI-BREAKER 























STUDY THESE HIGH SPOTS OF MR. BLOCK’S LETTER 
“. .. illustrates how old town mansions and apartment buildings 
can be modernized.” 

“My search . . . led finally to the Square D Multi-breakeR.” 

“... the Multi-breakeR is going to help me land several similar 
jobs shortly.” 

Contractors such as Mr. Block are doing a whale of a job in ae mK 
building sales for electrical wholesalers’ salesmen. Your job, in 
turn, is to get all your contractors thinking along the same lines. 


If you don’t know the complete story of the Square D Multi- 
breakeR, 








CALL IN A SQUARE D MAN 














When prices are wanted on 


SQUARE J] COMPANY Ut “th Wags 


SQUARE D MULTI OREAKER, 
and SQUARE DZD Switches 
Contractors do appreciate the 


3QU ame) L ]-18) added profit they can make 
on MULTI-OREAKER, 





DETROIT- MILWAUKEE-LOS ANGELES 
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LOOKING INTO THE NEWS 5 
—Salesmen's Crusade—The Court Speaks Up—Private Brands 


Sabie 


ETL 


1 CHECK VOLTAGE DROP BY J. W. WOLF 9% 
—And He Sells Better Light and Wiring 


YOU CAN SELL LAUNDRIES BY EDWIN L. CADY 10 
—A What-They-Buy Check List 


SAVE YOUR CAST IRON STOMACH BY TOM F. BLACKBURN 12 
—An Expert Tells You How 


LOOSE TALK AND THE LAW BY CHARLES R. ROSENBERG, JR. 13 
) —How fo Play Safe in Selling 
J 
TEAM WORK BIG AND LITTLE—PICTURES 14 
MEN LEANING—AN EDITORIAL BY EARL WHITEHORNE 16 


MEN YOU SHOULD KNOW—KARL L. THIELSCHER OF BUFFALO 17 


PUNCH BOARD PEPS SALES CONTEST ABOUT D. E. STOUT 18 


—And Everyone Wins Something EARL WHITEHORNE 


Editorial Director 
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Sf Manager 
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aie ' . 3 W. A. CYR Pacific Coast Editor 
ecause These Wholesalers’ Books are His Hobby Be HARRY PHILLIPS Art Editor 
GET HOT FOR CHRISTMAS 23 Be McGRAW-HILL PUBLISHING 
—Your Build-Up for Christmas Selling S COMPANY, INC. 
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Be founder an onorary Chai 
AIR CIRCULATION SELLS ITSELF BY RALPH B. THOMPSON 24 a . 29 North Bread 
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ew Residential Switches 


Just what today’s market invites! — a high-grade 
line priced in-between your high- and low-cost 
switches ... Now, modest jobs can be adequately 
wired with switches of aaequate quality. 


Switch-bases are small, completely enclosed, sub- 
stantially made of Bakelite. Solid Bakelite neck and 
operating lever. Show-parts of brown Bakelite, or 
cream-tinted white IVORYLITE. The sturdy mech- 
anism has self-aligning contacts. Wide, reinforced 


re eee ee | 
SSOLD THROUGH YOUR | 


mounting strap adds rigidity. Large binding screws 
accommodate No. 10 wire. Bases only 1” deep, 
114” long, 74” wide, allow generous wiring room 
in any switch box. 

Listed as standard by Underwriters Laboratories: 
rated 10 Amp., 125 V.; 5 Amp., 250 V. No. 1881 
is single-pole; No. 1883 3-way. (For IVORYLITE 
add “I” to catalog numbers above). Your request 
brings a free sample — promptly. 
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Ww ELEGTRIC DIVISION. ELECTRICAL WHOLESALER 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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LOOKING 


INTO THE NEWS 


CAPITALIZE THIS 

“SALESMEN’S CRUSADE’— The idea Nash- 
Kelvinator sprang in Lincoln a few weeks ago 1s 
now going national 
munity sales drive—strong in whoop-er-up, with 





and big. They staged a com- 


everybody out ringing door bells for his line. The 
results were amazing, with returns as good as in 
normal times. 

Well, on June 14, some 1550 men gathered for 
lunch at the Waldorf Astoria in New York and 
launched the “National Salesmen’s Crusade,” with 
similar luncheons in 21 other cities tied in by wire 
hook-up. And 67 more cities were scheduled to fol- 
low from coast to coast. 

Here is something to watch and work for. Here 
is an end to waiting and a way to do something 
for ourselves. Talk to the local Chamber of Com- 
Urge them to get the story from Lincoln. 
Push for a local drive. Get in it! 


merce. 


* 


THE COURT 
SPEAKS WUP—lIn the first action of its kind the 


U. S. Court of Appeals in New York has taken 
a crack at wholesale-retailing. The case concerned 
a jewelry house that sent out “wholesale” catalogs 
offering 53 per cent off to customers. But it put 


up the list prices to cover its profit. 
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The court flatly denounced the practice as false 
and misleading, and made a clean cut distinction 
between wholesale and retail business. It’s about 
time. And the sooner all wholesalers and_ their 
salesmen face this issue the better. 
honest. 


It not only isn’t 
It isn’t good business. 


* 


RADIO IS A 
BIT SIMPLE R—Fewer radio models this year, and 


fewer gadgets on ’em. That’s good news. For 
there is a point where elaboration brings confusion 
to the public mind that makes selling harder, not 
better. 

Tell your dealers to bear down on radio this 
fall, and to start planning now. It will be cleaner 
selling with less variety needed. And the election 
is going to make this fall a good radio season. 


* 


IDEAS SHOOTING 

UP IN UTICA— Utica wholesalers are going indi- 
vidualistic. They want to be different. Miller 

So they bought ’em 


Electric needed a warehouse. 
a church that wasn’t working. They set up shelves 
and bins, arranged displays, chased the church mice 





- 
o 





into the organ and rang the bell. And, of course, the KANSAS CITY TOO 
— en . GOES JUBILEE— And just to prove that Lincoln 
Next Kulow Electric bought an old fire-house was not loco, the Kansas City Electrical League 
stable, brass pole included. That’s their warehouse. staged a 24 hour “Electric Jubilee.” Busrvbody 
And when the big gong goes off yotter see the de- whirled in and sold appliances. They dug up 
liveries dash out. ; . $63,900 in appliance business—through 37 dealers 
[he question now is—what will the others do? and their distributors, between 9:30 A.M. and 2:30 
They are checking up on ex-speakeasies and skating o'clock next morning—by barehanded selling. 
ras. What did they sell? Well—74 ranges, 98 radios, 
148 refrigerators, 53 washers, 11 water heaters, 10 
dishwashers, 10 garbage disposals, and lots more— 
all regular appliances to regular people. It can be 
PICK YOUR done in any city where some go-getters will put on 
WIN -NAHS!— Department stores learned the trick the idea. 
long ago. They ballyhoo the best sellers, and ride 





















‘em to town. And a wholesaler’s salesman has the ” 

same opportunity. HARD 
Last year electric roasters ran five times the FOR WHO—We hate to mention hard times—with- 
1934 total. Attic fans are climbing steadily. For out asking—“For Who?” Some people like ‘em, 
example in Dallas, 58 were installed in 1935, 131 turn ‘em into cash in fact, use ‘em for selling pur- 

in 1936 and 317 in 1937, and the first four months poses. One company does it this way— 
this year they were ahead of last year there by five Every so many years, business is bad and most 
times. And it’s that way all over. manufacturers feel their chilblains itching and ease 
Pick these winners! Show your dealers how to off on advertising, fire a few salesmen and get sorry 
ride em! A good leader always speeds up the other for themselves. But this wise bozo saves a bit of cash 
lines. for just this opportunity. He advertises louder, then 
sells harder, gains new customers. He has gradually 
* raised himself from down near the bottom of the 


list in his line to one of the upper third. 


RAZORS AND * 

REALIS M—The razor guys are making whoopee 
at the shows. You saunter by a booth with just a wee USE "EM, BROTHER 
bit stubble on your jaw and wham! They grab THEY LIKE {T— Down in Tulsa the other day, 
you, throw you down, and you're de-whiskered the Oklahoma Tire and Supply took on the Frigid- 


















without charge or brush or lather. aire range. So they sent all their salesmen over to 

God knows what the other boys can do to meet this the Public Service Company’s salesroom. There 
competition. But be wary. Pretty soon the washer the girls put on a demonstration, cooked a meal, fed 
salesmen will snatch the shirt right off your back ‘em with it. It tasteg good. The boys were sold. 
and give it a free launder. At the cleaner exhibit In every city, there is a power company ready to 
they'll dump a sack of flour on your head and vacuum do the same thing. But how often does it happen? 
it away. The refrigerator chap will slip some ice Electric cooking is now rolling strong, but the average 
cubes down your neck. We must have realism in wholesaler’s salesman does not feel concerned. Take 
our selling today. a tip from Tulsa. If your Boss does not arrange 

















such a party, drop in alone and get set. There's 
money in it. 


WATCH OUT FOR 
PRIVATE BRANDS—Private branding of electri- 


cal appliances by the big stores is growing. Their 
reasons are price cutting by small competitors and 
insufficient margins on nationally advertised prod- 
ucts. Refrigerators, clothes washers and cleaners 





are the principal lines. 

This situation should be frankly discussed with 
your dealers. Big store private brands don’t relieve 
local competition; just make it worse. Price cut- 
ting by dealers that causes private branding, there- 
fore, is risky as well as wasteful. Tell them to 
save their profits and quit inciting retribution. 
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INSULATING 


You'll find Security Friction Tape in the hands 
of electricians everywhere...because of its great 









tensile strength...because it grips like a vise 
.-.and because of its high dielectric strength. 
When it comes to tape, see that there’s more 
Security on the job. 
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% ALSO U. S. ELECTRICAL WIRES AND CABLES, LINEMEN’S BLANKETS, SWITCHBOARD MATTING 
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"Whadya mean, expressman! I'm with Brown Electric and this is my catalog." 
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By 
J. W. Wolf 


Lighting Specialist 
Allen Electric Company, Cleveland 


| pve d knows there is a lot of 
voltage drop in industrial and 
commercial buildings —as well as 
homes. Nobody says much about it. 
But I have found a way to use it to 
sell lighting equipment and a lot of 
wiring material. It is the best trick 
I know to interest a customer in re- 
wiring. 

I use a simple device I bought at 
Nela Park. It is just a small carbon 
lamp in a pasteboard cylinder that 
fits over the top of an ordinary light 
meter. The indicator is adjusted to 
read correctly with the particular 
light meter with which it is to be 
used, and the meter is set so that it 
reads 20 foot-candles when the volt- 
age stands 115. Thereafter any volt- 
age in the 110-125 range can be 
easily determined by merely holding 
the indicator over the light meter, 
and plugging it in on the circuit to 
be checked. If, for example, the light 
meter indicates 25 foot-candles, the 
circuit voltage would be about 119— 
as shown on the conversion scale on 
the indicator. 

When I find poor lighting I use 
this gadget. I find that though the 
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It interests everybody and helps sell lighting 


units and wiring materials when voltage is low 


I Ghd 


VOLTAGE DROP 








J]. W. Wolf and his gadget 


lightmeter alone is no longer a nov- 
elty, this device always excites inter- 
est and the idea of checking the 
voltage is brand new and very in- 
triguing. So I use it and it sells a lot 
of lighting units and a lot of wiring 
materal for me. Here’s what hap- 
pens :— 


1. One of our contractor customers, the 
Berg Electric, asked me to go to the 
Angell Nail & Chaplet Company to lay 
out a lighting job. I used the voltage in- 
dicator and read 103. Berg said I was 


HE WANTED TO MAKE MORE MONEY! 








wrong. He bought a regular voltmeter 
and found the voltage 103. He explained 
to the owners. New transformers were 
installed and new feeders run from the 
transformer to the lighting panel. This 
brought the voltage at the panel to 116. 
Later a new addition was put on and 
No. 12 was used on branch circuits up to 
50 ft. and No. 10 for longer ones. 


2. The Style Center at Elyria had been 
solicited many times for new lighting, 
but no one could get to first base. I asked 
permission to read the voltage, and found 
107. The owner showed interest, and | 
explained the loss in heat due to small 
wires, and the loss in light. He asked 
for suggestions. 

I had a contractor install two Curtis 
Edge Ray indirect fixtures with 750 watt 
105 volt lamps, which was the socket 
voltage; and estimate on pulling three 
new wires in the present feeder pipes— 
also from the distributing panel to the 
branch panels. We could not change the 
size of branch circuit wires due to con- 
struction of drop ceiling. I quoted the 
owner $900.00 for new wiring, new fix- 
tures, new bi-post 750 watt lamps. He 
accepted and the job is in. 


3. The Bartlett & Snow Company com- 
plained of poor office lighting. They use 
about 60 general diffusing opal globes. I 
checked their voltage with my indicator 
at 3 P.M. and found it 109 volts. At 7 
P.M. I found it to be 121 volts. They 
were using 115 volt lamps. They had a 
new transformer put in. 

I could cite a dozen more cases. In 
a word, it works. I sell new lighting 
units, transformers, and lamps and 
wiring material. And the contractor 
likes it and gives me his business, and 
the fixture and lamp people throw 
things my way. Also the power com- 
pany is benefited, and I get a lot of 
tips. And the gadget does it. 










The American Laundry Machinery Co. Photo. 





The ironing rooms are where laundries 
lose the most money and have the most 
trouble. Suggest things to add to safety 
of employees and accuracy of work. 


HERE are about 7000 public 
laundries in the country. The 
best equipped not only wash and iron 
clothes, but also clean and mend rugs, 
dry clean clothes and blankets, clean 
and store furs, repair shoes, and 
block hats. And there is money to be 
made by helping the poorly equipped 
ones modernize and add new services. 
Then in addition there are at least 
7000 institutional laundries in hospi- 
tals, hotels, clubs, restaurants, large 
apartment buildings, orphanages, 
jails, county homes, convents, schools, 
colleges, camps, factories, railroad ter- 
minals, and employee uniform supply 
companies. And _ an _institutional 
laundry, from an equipment view- 
point, is merely a modified public one. 
At the same time private laundries 
are being installed in many industrial 
plants. And if you make a habit of 
asking milk, food, and other com- 
panies whose employees work in white 
uniforms whether they intend to 
install their own laundries, you can 
get the first cracks at some juicy 
original equipment business. 

Women ask questions about their 
laundries. They drop in and inspect 
them. Therefore, laundries are inter- 
ested in better lighting, cleanliness, 
air conditioning, hoods and canopies 
for hot and steamy equipment, elec- 
trical safety devices, fans, and other 
means of improving employee working 
conditions. A lot of this equipment, 
now in use, is home-made, and is in- 
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The American Laundry Machinery Co. Photo. 


You Can Sell 


LAUNDRIES 


They use a surprising amount of electrical stuff and the 


man who knows their problems can get some business 


By Edwin Laird Cady 


adequately powered and controlled. 
The management will want to im- 
prove the performance and safety of 
this home-made stuff if you will show 
them how. 

Laundry power and power trans- 


mission has perhaps the most fluctuat 
ing load demands of any industry. 
Motors start, stop and reverse at 
very short intervals. Steam and hot 
water are turned on and off all day. 
This is the most costly form of power 









PURCHASING 
AGENT 


PLANT ENGINEER 








PLANT 
ELECTRICIAN 


LAUNDRY 
MANAGER 





ENGINE 
ROOM 
SUPT. 





IRONING 
ROOM 
SUPT. 














DRY 
CLEANING 
SUPT. 





See these men to sell electrical products to laundries. 
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Actual washing is done in revolving tubs. 
There are usually three or more reversing 
motors on each. 


















demand, and money can be made by with safety interlocks, overload cut 
selling devices to smooth out these 
fluctuations or to prevent them from 
causing surges. 

Laundries need all the materials 
handling room available, both over- 
head and on the floor. Therefore, 
they are putting individual motors on 
all kinds of machines. And they are 
installing belt conveyors, tram rail 
systems, elevators and electric hoists, 


offs and automatic switches, to cut in 
when there are loads to be moved and 
cut out when there are not. 

Again, to make sure the customer 
gets back what she sends, laundries 
use X-Ray identifying equipment with 
invisible laundry marks, and devices 
for marking, clipping and clip remov- 
ing. For bundle sorting they use au- 


(Continued on page 46) 


















Principal Electrical Products Bought By Laundries 





















GENERAL ELECTRICIAN'S AND ENGINE receptacles holders, electrically heated 
ROOM SUPPLIES sockets plugs 
switches, pull and canopy switches 
“a switches, wall For Forms: 
atteries 
batt test d charge heaters, unit 
— esters and chargers WASH ROOM en 


For Wash Wheels: 


brakes, magnetic 


circuit breakers For Garment Repairs: 


commutator dressing sewing machine motors 


ground testers 
hacksaw blades 
incandescent lamps—all sizes 
insulating compound 
lamp changers 

lamp guards 

lamps, portable work 
lighting fixtures 
motor controls 
motors and supplies 
neon sign materials 
outlet boxes 
panelboards 

plugs 

portable electric tools 
reflectors 

remote controls 
solder 

soldering compounds 
soldering irons 
soldering paste 


starters 

switches, automatic time 
tape 

thermostats 


toggle bolts and screws 
tools, construction 
tools, electrician's 
transformers 
valves, magnetic 
valves, motorized 
varnish 
voltmeters 
welders, electric 
wire—all sizes 
wire connectors (solderless) 
wire, fixtures 
wires & cable, interior 
wiring devices: 

plugs, attachment 





contacts controls, push button sewing machines, electric 
conduit cycle timers, automatic 
cords, flexible door interlocks DRY CLEANING DEPARTMENT 
fans inching buttons heaters, immersion 
fishing equipment, wire limit switches for unloading types heaters, unit 
fittings motors, reversible, low torque, drip kettles, dye, electrically heated 
fixtures ; proof ('/2 to 15 H.P.) For Special Dryers: 
flashlights signals, completion ‘ . 
. adjustors, vent and louvre, automatic 
floodlights thermostats af 
; ‘ controls, humidity 
fuse pullers valves, automatically timed dump fans (Yq to Yo H.P. motors) 
fuses valves, electric inlet (combination tem- “ — 


perature and quantity control) 
For Extractors: 


brakes, magnetic 

control equipment, panel 

control equipment, unit 

interlocks 

motors, replacement, high starting 
torque types 


IRONING ROOM 
For Tumblers: 


controls, automatic temperature 
controls, panel 
controls, unit 
door spotters 
motors, cylinder, reversible low torque 
(1 to 3 H.P.) 
motors, fan (standard to 15 H.P.) 
motors, low plugging reversible torque 
For lroners: 
controls, electric clutch 
fans, auxiliary 
motors, replacement, variable speed re- 
versible, constant torque, drip proof 
For Presses: 
controls, temperature 
cord holders 
cycle timers, automatic 
generators, individual steam 
heaters, unit 
motors, auxiliary or replacement ('/2 to 
| H.P.) 
motors, condensate exhaust ('/g H.P.) 
pilot lights 
projectors 
switch boxes 
For Electric Irons, hand type: 


cords 


For Blanket Carding Machines: 


RUG CLEANING DEPARTMENT 
For Rug Beaters: 


HOME SERVICE RUG CLEANING 


FUR STORAGE DEPARTMENT 


LABORATORY 


shut offs, humidity controlled, automatic 
time cycles, automatic 


controls, motor 

fans, motors to 3 H.P. 
motors, drive, to 2 H.P. 
time cycles, automatic 


controls, photo electric 
exhaustors, vacuum 

fans 

motors, replacement 
switches 

For General Use 

color determination lamps 
fans 

portable shampooers 
vacuum cleaners 


floor sanders 

floor waxers 
portable shampooers 
vacuum cleaners 


alarms, burglar 

controls, automatic temperature 
fans 

moth control sprayers 
refrigerant pumps 


fans 

heaters, immersion 
heaters, spot 
instruments 

lamps, color 
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By Tom F. 





Mary Schwin 


IFTY per cent of selling is the 
ote of a cast-iron stomach. 
But, as many a good salesman has 
found out, if you force it to digest 
carpet tacks too long, it has a habit 
of going to pieces, cutting short the 
peddler’s active life, to his great sor- 
row. 

So it will pay you to listen to Mary 
Schwin, home economist for the Edi- 
son General Electric Appliance Com- 
pany. Her girl experts are spread like 
a bevy of quail over the American 
continent telling people what to eat. 
She has traveled a lot herself, and she 
has studied the work of their own 
salesmen; so she knows what menus 
men have to choose from. She says 
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CAST IRON STOMACH 


Blackburn 






Don't make your stomach work too hard. 
Some suggestions for avoiding indigestion 


that proper eating can add years of 
life to your digestion, and your selling. 

Mrs. Schwin sets up no hard and 
fast rules except this—Never mind 
the trick diet—just use your head 
and eat what keeps you feeling well. 
She arranges the salesman’s day some- 
thing like this, from a food stand- 
point: 


Morning: Eat a big breakfast; 
fruit, ham and eggs, plenty of toast 
and coffee. The morning meal usually 
agrees best, and if generous, prevents 
a man from being too hungry at noon. 


Noon: As Edna Ferber once said 
in a book, there are certain foods that 
are always good, and the smart sales- 
man avoids experimenting. Roast beef 
or lamb is always safe, as are broiled 
meats—chops and steaks. Baked po- 
tatoes are OK, mashed are almost 
as good. Also eat green vegetables 
whether you like them or not, and 
lay off fried stuff. Ice cream is hotsy 





totsy. Pie is generally good. But it 
piles on a lot of calories or fat. 

Mrs. Schwinn frankly boosts for 
soup, salad, and a sandwich for lunch, 
advocates cutting out desserts. It 
helps a man think clearer during the 


busier hours of the day. 


Evening: One thing to avoid in 
hotel diet, in most hotels, is a cream 
sauce dressing on anything, if a cock- 
tail has gone down the hatch ahead of 
it. The ideal set-up for a sick spell 
is a cocktail, plus cream sauce on fish. 
Ice cream also curdles in the presence 
of alcohol. Fat men will find melba 
toast better for their waistlines. 


Bedtime snacks: Generally, one 
thing alone will not prevent a man 
from sleeping, Mrs. Schwin declares, 
but several items will. For example, 
coffee may not keep a man awake, but 
it will if pie is added, and the coffee 
will get the blame. 


(Continued on page 47) 
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EW wholesaler’s salesmen are 
Fk aware of it, but nearly every 
vord that they speak to a prospect 
s subject to regulation by law. One 
sentence or even a single word may 
yring a sale under the legal ban, and 
risk liability for the 
his employer. 

A selling talk, when you figure it 
out, is made up principally of state- 
ments and assurances about the mer- 
chand se. These statements have a 
legal as well as a practical meaning. 
A wholesaler’s salesman, for ex- 


salesman and 


imple, may be selling a transformer 
1r a circuit breaker to a contractor 
or to an industrial plant. Naturally, 
he explains that the device has cer- 
tain qualities of workmanship and 
material, of durability, of capacity 
to deliver certain service. If the 
products should fail to live up to 
everything the salesman says about 
them, will the wholesaler for whom 
involved in any 
liability ? 


he works become 


legal or financial Some- 


times he may. 
Here's the Danger 


The danger is that the salesman’s 
remarks may be construed under the 


law as “warranties.” Should the 
products fail to comply with the 
salesman’s promises, his employer 


may be called upon to pay damages 
to the purchaser because of “breach 
of warranty.” 

“Any affirmation of fact or any 
promise by the seller relating to the 
goods,” says the Uniform Sales Act, 
‘is an express warranty, if the nat- 
ural tendency of such affirmation or 
promise is to induce the buyer to 
purchase the goods, and if the buyer 
purchases the goods relying thereon.” 
In the legal view, therefore, any 
absolute promise or assertion made 
by the seller about the quality, char- 
acteristics or performance of his 
goods, is a warranty. 

The purchaser has several 
in which he may get back at the 
wholesaler for the 
of warranty— 


ways 
so-called breach 


(1) He may keep the goods and insist 
upon a substantial price reduction. 

(2) If he prefers, he may keep the 
goods and sue the wholesaler for dam- 
ages. 

(3) He may refuse to accept the goods 
and bring a suit against the wholesaler 
for damages. In this case the damages 
might represent his loss of profit because 
of the wholesaler’s failure to deliver 
goods with the qualities promised. 

(4) If the goods have already been 
delivered, he may return them or offer 


to return them to the wholesaler, and 
then sue to recover the price or any part 
of it which he has paid. 


Aside from these remedies, the pur- 
chaser may sue the wholesaler for 
special damages under certain circum- 
stances. Special damages may be in- 
volved where he lost a job because 
the wholesaler failed to deliver mer- 





chandise as warranted. Here the 
contractor’s suit against the whole- 
saler might be for loss of profit on 
the actual items plus loss of profit 
on the entire contract because of the 
breach of warranty. 

Not only may a_ wholesaler be 
held legally responsible for the state- 

(Continued on page 45) 


LOOSE TALK 


and the Law 


By Charles R. Rosenberg, Jr. 


Attorney 


The salesman can keep his employer out 


of legal jams if he is careful in his talk 











































































THE CURTAIN RINGS UP on a new 
house in the automobile city. These 
boys are with the La Salle Electric & 
Mill Supply Co., 446 E. Woodbridge St., 
Detroit. From the left: Harold Wendt; 
P. A. LaLonde, buyer; H. R. Kearns; 
R. E. Mozena, president, and W. C. Fei- 
stel, salesman. Mozena was _ with 
Splane Electric; Lalonde hails from 
Wesco and Feistel is another veteran 
supply salesman. Good luck! 


IN THE DISPLAY ROOM of Wesco at 
Reading, Pa., stand these folks who 
help keep the wheels arollin’. Leroy 
De Binder is at the left, then Charles 
Ludwig. Virginia Hopler, John Vaiden, 
Sarah Anthony, Ralph Knauer, Leon 
Abrams and R. F. Richards. 





TEAM WORK- 


TRIUMVIRATE of Western territory- 
travelers. And they do it for Westing- 
house Supply, Portland. Fred Johnston 
works the “steppes” of eastern Oregon, 

B j G A hy D L | T 7 L b Hugh Dewar covers the central section 
and Bill Bower goes wherever a light- 
ing job beckons. 





IN THE LAND of Mennonites and 
Amish, O. F. Luttringer (right) and Jim 
Hall do a selling job. Luttringer heads 
the John E. Graybill & Co., Lancaster, 
Pa. branch. Jim is fixture manager. 
He has been a fixture man for 14 years 
and says one of the best tricks is to 
display only new stuff. Another is to 
keep hammering away at architects. 


. 
, 4 : 
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COUNTER SALESMEN Harold Bard and CLOSE HARMONY by Murray Gold- 
Harry Davis line up with a Murray man, Joe F. Haffner and Thomas 
switch. They are with the B. Davis Gordon of Max Goldman, Inc., New 
Elec. Supply Co., Mount Vernon, N. Y. Rochelle, N. Y. 
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An electric motor 
does not know 
when to quit. It 
will do anything 
under high heaven 
to move the load 
put upon it. Even 
when the load be- 
comes too great, 
the motor still 
Strains and strug- 
gles, drawing cur- 
rent from the line until its windings char and 
burn, not only destroying itself but disorgan- 
izing the operations in which it plays a part. 

For more than a quarter of a century the 
world’s engineers wrestled with the problem 
of a device that would let a motor work up to 
its limit, but not a step beyond; a device that 
would protect but would not stop the motor 
on mere temporary and harmless overloads. 
Many were the answers through the years, 
but they were clumsy, expensive, inaccurate 
or undependable. 

Then, one day, a young designing engi- 
neer watched a bit of solder melt’. . . and 
freeze again. That gave him an idea. He 
looked for a metal or an alloy of metals that 
would have an unvarying melting point, that 
would hold like a bulldog until that point 
was reached—and would then suddenly 
let go! 

At last it was found ... and then a group of 
Cutler-Hammer engineers worked out its 
application. They took a tiny bar of metal an 
inch long, an eighth in diameter. They made 
a sheath for it, scarcely large enough to per- 
mit the bar to rotate inside it. They dipped 
the end of the bar in the melted alloy, hastily 
pushed the bar into its sheath. The alloy 
froze, clamping bar to sheath immovably. 
When heated the bar would rotate. When 
cooled, it was rigid. 

This was the birth of the now famous 
Cutler-Hammer Eutectic Alloy Thermal Over- 





inspired one of the most success- 
ful and widely used electrical 


inventions of modern times 


Here is told the exciting story of one of the great achievements of American Industry, a 


thrilling example of how American ingenuity triumphs over difficulties. In addition, 


it presents to business executives basic information essential to the protection and better 


utilization of one of industry’s heaviest investments... its millions of electric motors. 


load Relay . . . in principle just as it is used 
today to protect millions upon millions of 
electric motors... nearly 2 million in Amer- 
ican homes on refrigerators and other do- 
mestic appliances, and several millions more 
in America’s factories. But this was only a 
beginning. Between the principle revealed 
and a practical, dependable device capable 
of low cost mass production was a great gulf 

. . a gap Cutler-Hammer engineers, alone, 
have so far been able to span. 

The story of the refinement and perfection 
of the Cutler-Hammer Thermal Overload 
Relay would require a book. The story of 
the attempts to imitate it, to duplicate it, 
to emulate it would fill 
another. The story of its 
manufacture, the tests and 
inspections it must under- 
go would fill a third. Asa 
matter of fact, the success 
of the Cutler-Hammer 
Thermal Overload Relay 
—and it is a success al- 
most without counterpart 
in the history of Motor Control—is as much 
a tribute to modern laboratory-controlled 
manufacturing as it is to the engineering 
genius that conceived the principle. 

When you think how other methods of 
constructing a dependable overload device 
have failed, how this capsule mechanism 
accurately reflects the changing conditions in 
the motor’s windings, and assures the safety of 
untold millions of dollars of motors and ma- 
chines and productsand profits, 
you begin to see what anachieve- 
ment this was, and one reason 
why Cutler-Hammer Motor 
Control is respected beyond 
all others wherever electric 
motors are used. CUTLER- 
HAMMER, Inc., Pioneer Elec- 
trical Manufacturers, 1327 St. 
Paul Ave., Milwaukee, Wis. 





The C-H Eutectic 
Alloy Unit 





CUTL 


Heater Coil Melts 
Eutectic Alloy 


This coil carries the 
current going to the 
motor and isso selected 
that the heating pro- 
duced is exactly pro- 
portional to heating 
within the windings of 
electric motor itself. It arrives at the temper- 
ature which melts the C-H eutectic alloy at 
the very point where heating within the 
motor becomes dangerous to the motor 
windings. When this ‘drop of solder”’ melts, 
it allows one part of the unit to turn, which 
through a mechanical arrangement opens the 
circuit, stopping the motor. A simple ‘‘reset’’ 
button restores service ...no parts to replace 
. «no adjustments needed. 





C-H Eutectic Alloy Thermal Overload 
Relay Assembly 
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Position of overload relay in a typical unit of 
Cutler-Hammer Motor Control 
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YOME day the New Deal will be back in doubtful memory with the 
S dodo and the doodlesocker. But among whatever good things 
it may leave behind, there will be one priceless heritage. The WPA 
shovel joke will never die. 

For some reason, a gang of stalwarts leaning on shovels, beside a 
‘Men at Work” sign, tickles everybody’s funny bone. It is sure fire, 
like the mother-in-law wheeze or the fat man. But there are a lot of 
wholesalers’ salesmen who should laugh mighty low. 


NE day recently, | waited in a salesmanager’s office. | overheard 
6) two of his outfit passing the door. One asked 

‘Have you been selling any of these Wham fuses since we took 
‘em over?” 

‘Hell, no!” the other said. “I’ve never even seen one of their 
salesmen. But Sparks, the Bang fuse salesman, gave me three orders 
vesterday.” 

That’s all I caught. But it made me gasp. For that guy is a 
salesman and he is thinking like an order clerk. He actually believes 

By the manufacturer should cross his hand with orders, like a gypsy, as 
Earl Whitehorne the price of his interest in a line his house distributes! 

Now the manufacturer’s field man has his work to do. He is 
supposed to educate wholesalers’ salesmen who have not been well 
sold by their own bosses. He is supposed to show the jobber’s man 
how to sell that line by actually making sales in his district. And it’s 
good cricket to say, ‘Here, guy, you pass em in.” 

But Hell-in-a-horse-collar! Is this specialist just a musical 
crutch? He provides ideas, opportunity, entertainment. Must he set 

up the orders as well as the suds? And permanently’ Is he out 
propping leaners —- or building salesmen? 


























T is a little thing, maybe. Or is it —- when a selling man loses his 
| sense of humor? I think it’s almost fatal though the end 
may be slow. 

For when he starts to be a leaner, a salesman is no longer 
growing, getting better, heading into bigger money. He has ceased 
to be king of his job. He is slipping, slowing. This kind of leaning 
is no joke. 
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SSO PEED McCARTHY ?—Send 

him in, Miss Morrow—great 
player—great ball carrier—Sure 
send him right in.” 

And so, every year hundreds of 
college athletes join up with bond 
houses and insurance companies to 
do a job of so-called selling. They 
contact enthusiastic alumni, talk a 
lot about football, a little about 
bonds or insurance. It’s a door 
opener and great stuff while it lasts. 

Karl L. Thielscher was quite an 
athlete at Dartmouth. He ran the 
ends and hit off tackle for the foot- 
ball team. When spring rolled 
around he played baseball. He en- 
joyed it. But that was that. When 
he went to work he was smart 
enough not to use his rah-rah fame 
as a crutch. He figured that he 
would have to re-build himself for 
the business world on a business 
basis. He didn’t kid himself. 

Along about graduation time the 
war came along and he signed up 
the next day. When he returned 
he still had the same idea of build- 
ing himself for a future. He landed 
a job with Western Electric in New 
York, and started to work. 

His first job was in the ware- 
house. After a few months he was 
transferred to the service depart- 


Karl L. Thielscher of Buffalo 
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SHOULD KNO 





ment. There he learned more about 
the inside details—billing, credits, 


ordering, selling. He discovered 
what made the wheels go around. 
Soon the Boss got the correct 
impression that Thielscher was 
ready for selling; so he was shuffled 
off to the Buffalo territory. He did 
a good job there, and a year later 
was brought back to the New York 
house as assistant sales manager. 
Two years later he was sent 
again to Buffalo as manager. He 
was there until ’34 when he was 
transferred to Syracuse. The next 


vear he packed up—this time 
for Philadelphia as merchandise 
manager. In 1936 he was once 
more in  Buffalo—as_ divisional 


manager. He was now responsible 
for all Graybar operations in west- 
ern New York and six Pennsyl- 
vania counties. 

No man makes a record like this 
unless he is indeed a builder—and a 
good builder never stops. So when 
Thielscher found himself head man 
over this broad territory, he saw 
that the building job was really 
starting. Having built himself, he 
then built the men under him. 

“If a man knows the electrical 


HE WANTED TO MAKE MORE MONEY! 





THIELSCHER 


—a Builder 


He started with a plan 
for himself, then broad- 
ened it to help the rest 


business—fine!"’ Thielscher 
“But it isn’t necessary. You can 
build a salesman out of any start if 
he has the right stuff in him. We 
have developed darned good indus- 
trial salesmen who knew nothing 
about the business before they came 
here. But you have to build ’em.” 

Thielscher starts new men in the 
warehouse. Then they go to the 
service department and a trick at 
inside selling, handling matters per- 
taining to customers’ needs and 
problems. This relations job winds 
up their inside training, and they 
are set for the road. 

Being a_ builder, Thielscher 
doesn’t stop there. He now molds 
these individuals into a unit. Every 
man gets a general knowledge of all 
lines, backed by intensive training 
on two or three lines. Each man, 
therefore, is a specialist. But each 
man works hand in hand with his 
fellow salesman all along the line. 
This, in turn, builds customer satis- 
faction—¢greater sales. 

But Thielscher still keeps on, and 
as the final step, goes out helping to 
build Buffalo’s electrical industry. 
For two years he was president of 
the Electrical League of the 
Niagara Frontier. He is now a 


Says. 


member of the executive committee. 

















D. E. Stout brought a punchboard into a 

ventilating drive. Every man had a 

chance, and sales went 250 per cent 
above the previous year. 


“T HERE'S no use in holding a 
sales contest,” says D. E. 


Stout, sales manager of Colonial 
Electric Co., Philadelphia, ‘“‘unless 
every salesman is kept interested until 
the end. In the ordinary campaign 
the high man walks off with all the 
money. That would be okay if 
the finish wasn’t known until the 
last couple of days, and all the boys 
were hot after the first prize. 

“But you know how they usually 
turn out. One fellow hits a few 
big orders and he’s way out in 
front. The result is the rest of 
the boys lose interest, and there 
goes the contest.” 

Stout fixed this in a _ contest 
Colonial Electric staged last sum- 
mer on Sturtevant ventilating equip- 


Punchboard 









PEPS SALES CONTEST 


ment. He built it around a punch- 
board. The contest was based on 
points. One point was to represent 


the sale of $50 worth of equipment 
at cost to Colonial. The cost fig- 
ure was equal for all, otherwise the 
man who sold a contractor would 
be at a disadvantage because the 
contractor got the best discount. 

At the conclusion of the contest 
each man was to get one punch on 
the board for every point he had 
earned. Punches were worth any- 
where from 20 cents to a dollar, 
with one grand punch, which any- 
one might hit, to carry a prize of 
20 bucks. In addition, the winner 
of the contest was to get five dol- 
lars outright. With this kind of 
a set-up everyone had that 20 dol- 
lar prize to look forward to, in 
addition to the change he picked up 
from the other punches. 

A preliminary meeting was held 
and the Sturtevant representative, 
Guy Duke, gave them the ventilat- 


ing story and offered to help the 
boys in case they ran into some 
tough ones. Plans were made. The 
drive got underway. And the mail- 
ing pieces began going out. 

During the campaign four mail- 
ings went to contractors, two to 
industrials, and another to a mis- 
cellaneous list of 200 names. And 
the sale of attic ventilation and 
commercial and industrial installa- 
tions went 250 per cent above the 
same 60-day period in ’36. 

Another interesting result of the 
campaign was that the eight sales- 
men obtained more volume on at- 
tic ventilation than on equipment 
for industrial plants. In every case 
an electrical contractor made the 
installation, whether he sold the job 
or not. When it was all over, there 
was only a 20 per cent differential 
in the amount of business brought 
in by the first and fourth man. And 
every salesman got something out 
of the ventilating campaign. 





VERY wholesale house has certain 
E customers—plant electricians or 
superintendents or maintenance men 
—who never visit the warehouse. 
The salesmen know them. But these 
customers are just voices to the inside 
boys. Some sound tough. Some sound 
like swell gents. Some sound petty. 
Sure, there are all kinds. But the in- 
side men never meet them. 

Frank Keevers knows it. He spent 
eight years inside for Graybar before 
going on the road for Electrical Sup- 
plies, Inc. He believes his customers 
should know Ernie Dakin, the inside 
boss. It would be to everyone’s ad- 
vantage. So seven months ago he 
started doing something about it. 

He brings Dakin and his customers 
together at lunch—one at a time. 
And the plan works. The customer 
and Ernie have a chance to look one 
another over and tell a joke or two. 
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ERNIE DAKIN 


Ernie learns something about the 
buyers’ problems, their plants, power, 
lighting, controls, motors. Therefore, 
he is in a better position to know of 
specialties used in the various plants 
and can stock accordingly. The cus- 
tomer finds out what makes the 
wheels go ’round at the wholesale 
house. He becomes acquainted with 
some of the problems confronting the 
inside men. And he can appreciate 
why, occasionally, an order might be 
a few hours late. 

As a result of these luncheons, 
Keevers stands in more closely with 


HE WANTED TO MAKE MORE MONEY! 
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Frank Keevers of Electrical Supplies, Inc., 

Hartford, believes the warehouse boss, 

Ernie Dakin, should meet phone cus- 
tomers. So he brings them together 


his customers. The plant man feels 
more intimate with the entire whole- 
This means he 
won't forget Electrical Supplies when 
it comes time to order. 

So Frank Keevers continues with, 
“Fred—meet Ernie Dakin.” And 
he’s getting more business and mak- 
ing more money. 


sale organization. 
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These . ARMORED BUSHED CABLE—TYPE A. C. 
splendid 
examples 

of CRESCENT 
manufacture 


RUBBER COVERED CABLE 


were EXTRA FLEXIBLE PORTABLE CABLE 
MADE FROM START TO FINISH in THE CRESCENT PLANT 


The careful supervision given to the manufacture of Crescent Wire and 
Cable from raw material to finished product is only one reason why these 
products are of a uniformly high quality. Engineering skill of a high order 
has been devoted for many years to the improvement of the processes of 
production, and applying those improvements to CRESCENT products so 
that they last longer and perform better on even the toughest assignments. 


CRESCEN 7 
INSULATED WIRE (Ss } }\_& CABLE CO. INC. 
TRENTON. NEW JERSEY. 


Jobber Co-Operation—A Permanent Policy 
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Ernie Thom 


‘“W NFERIORITY complex! Don't talk 
Ba me!” said Ernie Thom, of the 
!lectrical 
Portland, 
bad.” 
“Tt was the first thing I had to 
The only 


Distributing Company of 


Oregon. “I had one— 


lick when I started selling. 
way I could beat it was by kicking 
myself into doing the toughest jobs 
first. After awhile you can break it 
down, but there’s one thing to look 





Killing A COMPLEX 


Don’t listen to 
anyone telling how tough a prospect 


out tor—recurrences. 


is. Go at once and find out. 

“The best way is to study the in- 
dividual dealers, and find out what 
kind of an approach they will react 
to. You may be rubbing one the 
wrong way when you think you know 
You may go up to 
one and say: ‘Bill, you are doing a 


him pretty well. 


lousy job’, and he will react very 
nicely. ‘lo another you may say: 
‘Hank, you are doing a splendid job’, 
and he will respond favorably. Don’t 
let it worry you that Bill is doing 
fine while Hank is the lousy one. 
Approach them as they 
approached. Give the 
that will be helpful, but be sure not 
to present them in a way that gives 


wish to be 


dealer ideas 


the appearance of telling him how 
dumb he is in comparison to yourself. 

“After getting my inferiority com- 
plex licked to the point where my 
friends could begin calling me cockey, 
I heard that Chicago lecturer, Fogel- 
son, make a statement that shook me 
to the heels. Said Fogelson, ‘He is 
a poor salesman who has to ask for 
an order.’ But almost everybody else 
has said that if you don’t ask for the 


HE WANTED TO MAKE MORE MONEY! 
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This salesman tackled the tough 
jobs first and licked it 


order you will never get any busi- 
ness, and it happens that asking for 
the order is one of the hardest strains 
mn the inferiority complexer. Here was 
something to tie to! I took the air 
and found out how to keep nosing 
around after the order and get it so 
nervous that it would flush itself. 

“Diplomacy and tact are required. 
For example; you call on the man- 
ager of a radio department with a 
plan for the month that calls for his 
taking on several more sets. You ex- 
plain the plan fully and he is en- 
thusiastic, and he wants to come in. 
Then you say: 

‘Bill, your quota will be twelve 
sets. Is that all right?’ 

‘IT sure would like to do it’, he 
says, ‘but on a special like that | 
have got to see the boss.’ 

So you drop the subject for a mo 
ment and then come back; 

‘Bill, you didn’t think I was ask- 
ing for an order for twelve sets did 
That’s not 
want 


you, by any chance? 
what I am driving at. All I 
is for you to get your stock up to 
where it will meet the demands that 


this plan will bring. Let’s go back 


and see what’s on hand now! 
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‘He is relieved, and we go to the 
stock room. There it develops that 
his stock is pretty well up, as you 
already knew, and he 
only three 


needs 
quickly 
gives you the order for that many. 
for it is merely a stock order and he 
has the authority. It amounts to just 


really 
more sets. He 


about what you expected in the first 
place. But the path was made eas) 


by the comparison, for the three sets 


with the 


looked easy 


compared 
twelve. 

“The only excuse for a salesman 
being in business is the service he 
renders. But in exercising salesman 
ship, he has got to out-think his 
prospect or the prospect will out 
think him. However, in this battle 
of wits, if the salesman puts up deals 
that are “slick” or “clever” or have 
even a faint suspicion of bad odor, 








he is certain to lose heavily in_ th: 
end. The honest dealers will have 
no use for him, while the dishonest 
ones, who are in the great minority, 
are not worth keeping to the extent 
of catering to their weak trait. But 
once a man starts thinking for his 
customers, and beating them to the 
good ideas that help them sell, old 
Inferiority Complex is out the win 
dow, and he is on his way.” 




































































Charley Golenpaul, sales manager of Aerovox Corp., busy with his hobby 


checking wholesalers’ catalogs. 


MONG the many factors that 
A make or break the electrica! 
wholesaler”, says Charley Golenpaul, 
Sales Manager of Aerovox Corpora 
tion, “I rate his catalog pretty well 
near the top. That’s why I’ve made 


hobby. Almost daily. I’m 


called on to advise wholesalers re- 


this my 


garding catalog problems. And _ by 
collecting catalogs I see whether my 
suggestions are carried out or not. 
and how they fit with the general 
trend of catalog making.” 
Golenpaul has been collecting and 
studying 
other 
1927. 


dred catalogs is in a bookcase al- 


wholesaler catalogs and 


trade literature ever since 


His collection of several hun 
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He knows why some click, others don’t. 


ways within arm’s reach of his desk. 
It covers all parts of the United 
States and Canada 


“It’s interesting. for 


as well. 

example, to 
note the evolution of the radio job 
bers’ catalogs in the past few vears. 
Half a dozen years ago the trend 
was in the direction of carrying a 
Jobbers 
lines of 
But lately the tide 
has set in the other 


large variety of products. 


teatured more and more 
similar products. 
direction and 
jobbers are cutting out overlapping 
lines and getting down to one line. 
This one line is fully listed in their 
catalogs and backed by good repre 
sentative stocks on hand. 


‘“There’s no weaker point in mak 
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LOGS 


wholesaler’s catalog than 
many conflicting lines, 
lines of the same _ prod- 
reader and _ he 


ing up a 

to list too 
‘Too many 
ucts confuse the 
doesn’t know what to pick out. Also, 
no one line can be adequately listed. 
Wholesalers are getting wise to the 
idea of concentrating on one line 
for their first choice. The result is 
that their catalogs today often list 
as many items of the line selected 
as does the manufacturer's own 
catalog. 

“T notice that catalog compila- 
tion is becoming a fine art among 
wholesalers. Good illustrations, con 
cise text, attractive layouts, attention- 
getting have all reached a 
high state of excellence. ‘The advent 
of low-cost photo-offset printing en- 


ables 


to make up his own catalog with 


covers 


even the smallest wholesale: 
many illustrations. The larger houses 


are using more print 
ing. Many have catalog staffs skilled 
in the work, 


depend on 


rotogravure 
while smaller houses 
the advertising help of 
their manufacturers ot catalog 
printers. 

“Again let me stress this point. 
A good catalog is more than half 
the wholesaler’s sales battle. Those 
who put out good catalogs years ago 
are still turning them out and are 
continually trying to improve them. 
Those who turned out poor catalogs 
vears ago are either out of business 
or have 


learned to appreciate the 


literature and 


are turning to outside experts for 
the right sort of job.” 


need of good sales 


























It's only July—and hot—but Santa’s on the job, planning ahead. 


EALERS sell Christmas Gifts in 
D December and November—be- 
cause somebody sold them in October 
and September. And if that somebody 
is smart, he starts to plan this selling 
back in August. 

There are two ways for a whole- 
saler’s salesman to tackle this holiday 
market— 

One—He can rush around for 
two months, spitting on his hands 
and beating the bushes. This is 
dumb. 

Two—He can think ahead and 
organize a balanced campaign that 
will move his gift appliance line 
through his dealers’ stores into the 
homes of consumers. J’his is smart. 


So, to help the smart boys with 
their planning, we offer a “Build-Up 
for Christmas Selling.” Beginning in 
August it will present ideas, sugges- 
month by month, that any 
wholesaler’s salesman may use in his 


ti Ns, 


own build-up with his own dealers— 
for example— 


AUGUST ISSUE 
1. Your Christmas Market Program 


How to organize yourself and 
your dealers behind a definite sales 
plan—embracing selection of mer- 
chandise, schedule of sales activi- 
ties, preparation of lists, display 
equipment and dealer helps. 


2. Suggestion List—In Your Christ- 
mas Plan—Include This! 


SEPTEMBER ISSUE 


1. To Operate Your Christmas 


Program 


How to set up a follow through 
to stimulate and guide your deal- 
ers. How to keep the various fea- 
tures of the program rolling. 


2. Suggestion List—Some Easy 
Ways to Help the Dealer Sell 


Get Hoi 









FOR 


CHRISTMAS 


OCTOBER ISSUE 
1. Getting Dealer Helps to Work 


Adapting them to the dealer and 


reducing waste. Setting up a 
Dealer Help schedule to fit the 


needs of that store. 


2. Suggestion List—Types and 
Uses of Dealer Helps 


NOVEMBER ISSUE 


1. Displaying Christmas Merchan- 
dise in the Stores. 


Putting sales power into displays. 
How action, color, change, human 


interest make window and store 
displays pull. 


2. Suggestion List—Twenty-three 
Display Ideas 


DECEMBER ISSUE 


1. Mopping Up on Christmas 
Sales 

How to high-pressure the last 

three weeks of the Christmas 

market. 


2. Suggestion List—18 Last Minute 
Follow Up Ideas 


So with this coming, make a list 
between now and August of the deal 
ers you want to build up for the 
Christmas market. Set them down in 
several classes. Be ready to begin 
your Build-Up 
August issue reaches you. 


Planning when the 


YOUR BUILD-UP 


Ley Avnristmas Selling 
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Restaurant installations are good advertisements. 


An Circulation 


SELLS 


ITSELF 


Here is equipment that does its own talking, given a chance 


- y ny don't vou fellows go afte 
W the laundries, and tell them 
about your equipment? I never knew 
that large-volume, silent exhaust fans 


of the until | 


na diner where I eat 


tvpe you sell existed 


saw one in use 
my lunch.” This is the gist of a tele 
phone call we received the other day 
from a laundry manager who had re 
cently purchased one of our units 
through a local distributor. 

This conversation is significant for 
two reasons: |. It shows how a good 
ventilation installation is its own best 
because 


advertisement, the laundry 


man learns the value of ventilation 


by enjoying the comfort it creates in 
a restaurant. Ihe tailor, the baker or 
some other prospect learns it from 
= 2 


points to where one distributor has 


the laundryman—and so on. 


been missing some shots by not edu- 
cating his dealers to the large venti 
lation market existing among their 
very neighbors. 

Unlike 
the market for ventilating equipment 
is not rigid or limited. If the dealers 


many electrical products, 


vou call on sell to homes, attic venti- 
lators and kitchen exhausts will fit in 
well with their other lines, and give 
them a summer sales opportunity. On 
the other hand, if they sell mostly to 
users, be 


industrial or commercial 


they retail stores, movie theatres, of- 
fices, apartment buildings, hotels, 


varages, factories, laundries, bakeries, 
or what have you, they'll find pros- 
pects galore 


among customers to 


whom they have already sold other 
electrical equipment, and who trust 
their judgment and value their sug- 
vestions. 


Wholesalers’ 


electrical 


salesmen and _ retail 
both 
away from ventilation in the past, be- 


they have felt 


dealers have shied 


cause that too much 
technical knowledge was required and 


that installation was too specialized. 


But, with the growth of home com- 
fort cooling (attic ventilation), these 


fears have been proven 


and many electrical 


dealers have broadened their 


ties to incl ude 


mestic air circulation. 


groundless, 
wholesalers and 
activi- 
commercial and do- 
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By Ralph B. Thompson 


Sales Promotion Manager, 
Air Controls, Inc. 


Actually, the job of 


prospects’ 


estimating 
requirements for air-mo\ 
ing equipment is quite simple. One 
the cu 


build 


ing to be ventilated, and the number 


need but know too factors: 
bical contents of the room or 
of minutes necessary for each com 


\ An 


weather 


plete air change. amount dic 
tated by 


By dividing the first by the 


local conditions. ) 
second 
one obtains the total cubic feet of air 
movement per minute needed for the 
job. Since all manufacturers © rate 
their fans by the cubic feet of air de 
livered per minute (C.F.M.), it can 
be quickly determined how many fans 


are needed. 


Changing the Air 
Air change can be brought about 
in one of three ways: 


1. Air can be discharged by a wall o1 
roof type exhaust, and allowed to be 
drawn in by suction through doors, 
windows or grilles at the 
end of the building. 


opposite 


¥ 


2 Air can be “blown in” by a fan so 
that a pressure is set up which forces 
out hot, stuffy air that has accumu- 
lated in the room, through convenient 
openings. 

3 A 


can be used for more positive 


While in 


combination of the two systems 


action. 


some cases the installa 


tion of the package unit type fans 
now on the market require a_ little 
carpentry or sheet metal work, the 


electrical connections are of most im 
portance. And since electrical dealers 
are usually well up on specialty sell- 
ing techniques, while sheet metal 
shops and carpenters have lagged be 
hind in this development, it seems 
logical that electrical contractors and 
dealers can and will obtain the bulk 
of the air circulating sales made in 
the next few vears. 


Salesmen of electrical wholesalers 
have, in many places, been quick to 
sce the possibility for increased earn- 
ings afforded them by this field. They 
have inspired their dealers to seek this 
business, and have acted as clearing 
houses for now ideas on types of pros 
pects or selling and installation slants. 
able to 


reap a rich harvest of increased earn 


In this wav they have been 


ings the year round, but especially 


during the summer months when 


weather conditions are most favor- 


able for selling air circulation. 

















California 
Educating Dealers 


The California 
Education is 
further 

\bout 20 
manutacturers’ 


State Department 
sponsoring a 
stimulate dealer sel- 
Wholesalers’ salesmen 
representatives met 
recently, at the 
San Francisco, to 


move 
ent to 
ng. 
nd 
vith state employees, 
furniture Exchange, 
wunch the program. 
This gathering was presided over by 
Hughes the State. Whole- 
salers are working closely with the De- 


Blower s ot 


partment of Education on the program. 


Che plan is for the Department’s rep 
esentatives to work with dealers, par 
ticularly on such industry projects as 

conditioning, refrigeration and 


ilumination. 


RCA Unveils 
1939 Lines 


Some 250 eastern RCA distributors 
gathered at Atlantic City from May 
19 to 21 to learn about the ’39 line 


i radio receivers and phonograph 
combinations. Western distributors 
also heard the story at French Lick, 


2 to 4. 


Ind. from June 


Bendix Increases 
Space and Personnel 


Bendix Home Appliances, Inc. have 
icquired a building at South Bend, 
Ind. to increase the production of their 
line The location contains 
square feet of manufacturing 


washer 
108,000 


WITH THE APPLIANCE PEOPLE 








space and 17,000 square feet for general 
offices. At a meeting last month, Jud 
son S$. Sayre, vice president in charge 
of sales, announced that the sales 
is being reorganized and enlarged with 
14 divisions to provide complete sales 
coverage tliroughout the country. 


foree 


Nash-Kelvinator 
Starts Crusade 


The National 
under way, carrying the slogan 
Mean Jobs.” The movement, started in 
Lincoln, Neb., took on a national scope 
when 1550 salesmen and business lead 
ers attended a luncheon June 14 at New 
York’s Waldorf-Astoria, sponsored by 
the Nash-Kelvinator Corp. Richard W. 
Lawrence, banker, and president of the 
State Chamber of Commerce, was chair- 
man. He introduced the speakers whose 
talks were carried over Columbia's net- 
work and by telephone to 21 
cities where similar meetings were being 
held. On the program were H. W. Bur- 
ritt, vice president in charge of sales, 
Kelvinator Division, Nash-Kelvinator 
Corp. ; \W. Mason, president, 
Nash-Kelvinator ; Dana Cole, president, 
Lincoln, Neb., Chamber of 
James G. Blaine, president, 
Midland Trust Co. of New 
Flack, trade relations counsel, 
Wiles Biscuit Co.; and Merle Thorpe, 
editor, Nation's Business. 

This meeting was followed by another 
in Chicago on june 21, The speakers 
there were heard by luncheon groups in 
19 other cities. And on June 23, Mil 


Crusade is 
“Sales 


Salesmen’s 


easterl 


George 


Lo¢ yse- 





it look? 
They are Victor Ericson of Adam, Meldrum & Anderson Co., 
Buffalo; Jack Clifton, Eugene O'Reilly, Arthur Tuttle, O. A. Lenna and Lyle 
Henninger, all of the Blackstone Manufacturing Co. 


HOW DOES 


close going over.. 


July 
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The gentlemen are giving the new Blackstone ironer a 






Commerce, 
Marine 


York; Gene 








“AND TO 
cup”, says R. P. 


YOU, SIR, the winner's 
Hussey to Herman 
Jackson. For the second consecutive 
year, Jackson has outsold all the other 
retail salesmen in the district. So the 
cup is now his. Hussey is with Bohman- 
Warne, Inc., Kelvinator distributor of 
Hagerstown, Md. 


waukee the another big 
luncheon and the program was carried 
by telephone to 25 other towns. 

The whole idea began when Georg 
Mason thought “‘What business needs 
today is selling.”” So the Nash-Kelvina 
tor people tried it out in Lincoln, Neb 
Competitors, the new Sspapers, the Cham 
ber of Commerce, the Mayor, the Gov 


Was scene Ol 


ernor and even the prospects them 
selves, got behind the program. It 
clicked. Salesmen sold and found ten 


calls resulted in a sale just as in normal 
times. It applied to all types of selling 
So the program is spreading nationally 
But Nash-Kelvinator isn’t 
corner the idea. They are urging any 
and all organizations to carry the ball 
in their respective towns or territories 
\nd it looks as though the National 
Salesmen’s Crusade may head us out ot 
the doldrums. 


trving to 


]. H. Burke In 
New Location 


The J. H. Burke Co., Boston dis 
tributor, has moved to larger quarters 
at 674 Commonwealth ve. 
situated at 221 Columbus 


years. 


They were 
Ave. for 21 


General Electric 
Promotes Rowland 


Charles M. Rowland now has charg 
of commercial refrigerator 
General Electric. He headquarters at 
Cleveland. Before joining the parent 
company, Rowland was 
sales manager for the Supply Corpora 
tion at Cleveland. He started in the 
refrigeration game in ‘26. 


sales tor 


commercial 


































































































































































































































































































































































































































































































APPARENTLY the young lady, Mrs. 
Jackie Coogan, alias Betty Grable, plans 
to do her washing right there in the 
kitchen. On the other hand, she prob 
ably won’t do any washing and that 
Bendix will be moved to another room. 
Louis R. Swenson of Leo J. Meyberg 
gives the story to her and Jackie. 


Radio Makers 
Name A. S. Wells 


Albert S. Wells, president ot Wells 
Gardner & Co., was elected president ot 
the Radio Manufacturers Association at 
the Chicago convention last month. He 
succeeds Leslie F. Muter, who had the 
job for four years. Muter was elected 
treasurer of the association. Bond 
Geddes was re-elected executive vice- 
president and Judge John W. Van Allen 
was re-appointed counsel. 

To prevent over-production, the con 
vention voted to gather weekly statis- 
tics on production and_ inventories. 
This work is handled by an outside or 
ganization and was started July 1 


Sites Heads 
Columbus Associations 


Harold 1. Sites has been appointed 
executive secretary of both the Elec 
trical Appliance Wholesalers Associa 
tion and the Electric Dealers Associa 
tion of Columbus, Ohio. Sites is di 
veloping i program covering sales 
policies, fair trade practices and general 
industry promotion. He is located at 30 
E. Broad St 


Roaster Market 
Still Brighter 


Che market for roasters is in a highly 
favorable position, according to a study 
made by Arthur Hirose, Director of Re 
search, McCall's, tor NEMA _ roaste1 
manufacturers. This study points out 
that sales in °37 were five times as great 
as in '34. Last year the roaster ranked 
fifth in unit sales among appliances sell 
ing for more than $20. Roasters are 
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clicking because they are “novel, usetul, 
clean, economical, cool, convenient and 
portable.”” Because roasters do not re 
quire special wiring, they are going into 
homes to supplement rather than re- 
place other forms of cooking equipment, 


Stewart-Warner 
Unveils Radio Line 


Stewart-Warner distributors trom the 
iuidwest, southwest and coast were at 
Chicago’s Edgewater Beach Hotel May 
31 and June 1 to see the new radio line. 
Prices range from $14.95 to $109.95. 
\ll models have been redesigned, with 
needless gadgets dropped by the Way 
side. Each is equipped with Magic Key- 
hoard push-button tuning, the smallest 
sets having four buttons, the largest, ten 
buttons. Chassis have from five to 
eleven tubes. 

On the second day of the meeting, 
the distributors saw the new gas range 
line. Four models are available and will 
be distributed through the regular 
ehannels. 


Three Crews Show 
G.E. Radio Line 


the General Electric radio division 
launched its 39 program May 24, when 
three headquarters crews began a tou 
ot 43 cities, holding distributor meet 
ings. The new line 1s high-lighted by 
three features—keyboard tuning, auto 
matic program pre-selector, and the 
‘“beam-scope” which eliminates the need 
for an outside antenna. 


Sparton Shows 
"39 Radio Line 


the Sparks-Withington Co, played 
host to its distributors June 10 and 11 
it the Hayes Hotel, J ickson, Mich., to 
present its new radio line. Harrv G 
Sparks, vice president and general man 


iver, had charge Ot the meeting 





“THERE THEY ARE”, points out H. F. 
Hildredth of Westinghouse, and drives 
home the reasons for owning a port. 
able room cooler. 


Silex Get: 
New Building 


With the glass coffee maker bus 
ness stepping along, the Silex Co. ha 
icquired an acre and a half of lan 
idjoining its plant. There is a two 
story brick building on the property 
which Silex is remodeling tor the pri 
duction of materials formerly purchase 
from outside sources 


Myer Drops Bat. 
Takes Appliances 


Buddy Myer, who used to crack ‘en 
hard and far tor the Washington Sena 
tors, has dropped his bat and base 
man’s glove to sell appliances. He is 
vice president of Crawford, Inc., Jack 
son, Miss, distributor. 


Philco Announces 
Mystery Control 


Some 800 Philco distributors from all 
parts of the U. S. A. and 20 foreign 
countries gathered in Chicago late 1 
May to view the new receivers. Mystery 
Control led the parade of features. This 
device enables the listener to sit wher 
ever she wants and dial stations, control 
volume or turn the set off. This box 
isn’t connected to the receiver by wires 
and so it can be carried anywhere 


Easy Honors 
Ten-Year Vets 


\ few weeks avo, the len-Yeat 


Service Club of the Easy Washing 
Machine Corp. held its fifth annual din 
ner at Syracuse’s Turnverein. On hand 
were 376 vets, representing 5,009 years 
ot service. That night, the company 
president, J. C. Nelson, pinned a solid 
gold button on each member. 


Shannon To 
RCA Board 


Robert Shannon, vice president and 
general manager of the RCA Manu 
facturing Co., has been elected to the 
board of directors. His career, from 
the time he landed here 27 years ago 
from Ireland, runs like a Horatio 
\lger story. His first job was in a 
lamp factory at 174 cents an hour. 
When radio came along he became in 
terested and went ahead. He _ was 
head of Westinghouse tube manufac 
turing when that activity was taken 
over by RCA in 1930. Last vear he 
was appointed general manager. 


Philco In 
Air Conditioning 


Philco is now in the air conditioning 
field with a portable unit called the 
Cool-Wave. The coolers are being man 
ufactured for Philco by the York Ice 
Machinery Co. They will be distributed 
through Philco’s regular channels 
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STREAMLINED FAN 





FEATURES . . . Large one-piece alumi- 
num blade. Guard welded on. DETAILS 
.. . Rotary snap-type switch. Induction 
motor with oiless-type bronze bearings. 
Finished in brown mahogany and bronze. 
In both table and floor types there are 
four sizes available—i2”, 10”, 8” and 
8” special. In both types, the 12” and 
10” are oscillating. Only the largest 
have two speeds. MADE BY... West- 
inghouse Electric & Mfg. Co., East 
Pittsburgh, Pa. 


COAL STOKER 








FEATURES . . . Controlled by thermostat. 
Model 30, illustrated, capable of heat- 


NEW 


PRODUCTS 
TO SELL. 


a i a ee oe Se 


ing residence where consumption not 
greater than 18 tons, hand-fired. Coal 
burning capacity of 30 pounds per hour. 
DETAILS .. . Filling lip is 25 inches from 
floor. Hopper is corrosion resistant. 
Coal fed to worm by gravity. In addi- 
tion to thermo-actuated cut out in mo- 
tor, gearcase is protected by double 
shear pin. One-quarter h.p. motor. Di- 
mensions—79 11/16” long x 25” wide x 
3256” high. MADE BY .. . Delco- 
Frigidaire, Dayton, Ohio. 


FOCUSING HEADLIGHT 





FEATURES . . . Five-cell focusing head- 
light of streamlined design. DETAILS 
. . . Battery container on which a three- 
way switch is located, can easily slip 
in coat pocket. A clip on side permits 


fastening to a belt. MADE BY 
Burgess Battery Co., Freeport, Ill 





RANGE INDICATOR 





BHoaae 


al 


FEATURES ... 


show at a glance which units are operat- 


For electric ranges to 
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‘ 5” 
“How's it going — 


ing. DETAILS .. . When unit is on high 
speed, indicating light is brilliantly illum- 
inated; when on at low speed, its indi- 
cator shows less brilliant. Located over 
switches. Called "Tel-a-Cook". MADE 
BY ... General Electric Co., Cleveland. 





EXHAUST FAN 





FEATURES Single-speed, sleeve- 
bearing exhaust fan. DETAILS 
Heavy duty, fully-enclosed, self-cooling 
motor. Wool packed bronze bearings 
for continuous operation with only 
occasional relubrication. Nine  over- 
lapping steel blades. Designed for in- 
stallation of motor shaft in horizontal 
position. For single-phase 110 volt, 6C 
cycle current. 12,16, 18, 24 and 30-inch 
types available. /M/ADE BY .. . The 
Emerson Electric Mfg. Co., St. Louis, 
Mo. 


TABLE RADIO 








= 


FEATURES . . . Clock type dial and RCA 


metal tubes. Tuning range: 540-1720 
kes. which includes domestic broadcast 
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band and one band of radio calls. 


DETAILS . . 


formers. 


. Magnetic core |-F trans- 


Cabinet is 8” 


Electro-dynamic speaker. 


high; 12” wide; 5%” deep. Model 957. 


MADE BY ... RCA Manufacturing Co. 
Camden, N. J. 





PEDESTAL FAN 


FEATURES ... 24 
inch rubber blades. 
Operates at 850 
R.P.M. DETAILS ... 
Blades are covered 
by a five year guar- 
antee. Adjustable 
from five to eight 
and one-half feet. 
24-inch base. Frost- 
tone Walnut finish. 
Model 715 for a.c. 
current lists at 
$79.50 Model 715-1 
for d.c. current lists 
at $89.50. MADE BY 
. . . Samson-United 
Corp., Rochester, 
N. Y. 


AIR CONDITIONING UNIT 





FEATURES . . . Designed for stores, small 
shops and offices. Self-contained in all 
metal cabinet, finished in brown baked 
crinkle. Unit filters, cools, dehumidifies 
and recirculates the air. DETAILS .. . 
Accessories available for 
usage. 


year-around 
Power outlet and water connec- 
tion all that is needed for operation. 
Two models available—2!/, and 334 h.p. 
Motor, compressor and condenser are 
hermetically sealed. Thermostatically 
controlled. MADE BY .. . Westinghouse 
Electric & Mfg. Co., East Pittsburgh, Pa. 
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HEDGE TRIMMER 





FEATURES 
handles. 
Cuts heavy stems. 


Equipped with two 
Cuts an area |4 inches wide. 
DETAILS . . . Sickle 


is driven from the center. One-tenth 


Automatic volume control. 





horsepower motor develops 11,000 r.p.m. 
Operates on I15 volts, a.c. or d.c. 
Sickle is driven by ball-bearing eccen- 
slotted crosshead. 
Ledger plate has serrated cutting edge. 
Switch located on handle. Equipped 
with 25-feet rubber covered wire and 
plug. MADE BY Schartow Iron 
Products Co., Racine, Wis. 


tric operating in 





OSCILLATING FAN 





















































FEATURES 
pension minimizes noise and vibration. 
Adjustable for desired angles for desk 
or wall mounting. DETAILS . . . Stream- 
lined base. overlapping 
blades. Three-speed switch. Number 
730 (illustrated) is 10” oscillating type. 
Lists at $11.95. MADE BY ... The 
Fitzgerald Manufacturing Co., Torring- 
ton, Conn. 


Two-point motor sus- 


Aluminum 


—_——————MICROPHONE 


} 


FEATURES ... Ball type dynamic micro- 
phone. Housed in spherical metal case 
3” in diameter, finished in satin black. 
DETAILS Equipped with swivel 
bracket. Can be used as directional or 
non-directional mike. Sensitivity is 52db.., 
impedance high, about 50,000 ohms, or 
low, approximately 200 ohms, frequency 
response flat, from 30 to 10,000 ohms. 
Equipped with cable connector and 
25-feet of cable. Lists at $34.50. MADE 
BY ... Transducer Corp., 30 Rockefeller 
Plaza, New York. 





AUTOMATIC IRON 













FEATURES Round heel. 
heel rest prevents skidding. DETAILS 
. Bakelite handle. Body and base 
finished in polished rust-proof chrome. 
Automatic control. Cord is permanently 
attached. Beveled edges. Number 
E7163 (lightweight) consumes 1000 watts. 
Number E7866 (standard weight) con- 
sumes 800 watts. MADE BY .. . Landers, 
Frary & Clark, New Britain, Conn. 


Knurled 





OSCILLATING FAN 








FEATURES 


oscillating fan. 


Three speed, 12-inch 
Streamlined. DETAILS 

. Enclosed oscillator equipped with 
safety clutch. Overlapping blades. 
Rotary type switch. Operates on 115 
volts, 60 cycle a.c. Catalogued as No. 
9060. Lists at $29.95. MADE BY... 
Delco Appliance Div., General Motors 
Sales Corp., Rochester, N. Y. 





AUTOMATIC TOASTER 





FEATURES . 
erate, user sets dial for degree of toast- 
ing—no lever. When toast finished, 
swinging delivery opens automaticall,. 
DETAILS . . . Streamlined appearance. 
bakelite. Body finished in 
Toaster lists at $11.75. Com- 
plete with tray and dishes, -$16.95. 
MADE BY . . . Miracle Products, Inc. 
36 S. State St., Chicago. 


. Silent operation. To op- 


Base of 
chrome. 
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Whelesclers’ 
PRE-VUE'! 











A REVOLUTIONARY 
NEW METHOD 


FOR HANGING CONDUIT 


The CLEVELAND 
CONDUIT HANGER 


*** TO BE ANNOUNCED 


TO ELECTRICAL CONTRACTORS 
NEXT MONTH / 


oe 


a a Here's an item that's bound to be pop- 


ular with your customers . .. and a 
highly desirable one for you to get 
acquainted with early! It's the new 
CLEVELAND CONDUIT HANGER 
which will make conduit wiring installa- 
tions easier, quicker, neater, and more 
profitable for the contractor. Utterly 
simple in design, (only one bolt fastens 
conduit in hanger) and far more flexible 
in use than anything of its kind (takes 
Vo” to 4” conduit; rails can be quickly 
installed directly to, or hung from, con- 
crete, wood, or steel beams; as many 
conduit holders can be slipped in as 
required; can be used horizontally, ver- 
tically or at any angle) . . . all this adds 
up to a highly profitable item for 
Wholesalers to stock and Wholesaler 
Salesmen to push. 








Send for details today, so you will be 
ready to answer inquiries from your 
customers next month! 


FOR FULL PARTICULARS, WRITE: 


CLEVELAND SWITCHBOARD CO. 


2927 EAST 79th STREET CLEVELAND, OHIO 
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FEATURES . . 


. Non-reversing, across- 
the-line type. For a.c. current. Three 
position selector switch on cover. DE- 
TAILS .. . When on “automatic”, starter 
can be operated from remote control 
station or pilot device only. When "off" 
starter can not be operated by any con- 
trol station or pilot device. When on 
“hand", starter is on “on" position re- 
gardless of remote control stations. Black 
enamel pressed steel box with standard 
knockouts and hinged cover. Starter for 
50-60 cycles. Can be furnished for 25 
or 40 cycles. Contacts readily acces- 
sible. MADE BY ... Ward Leonard 
Electric Co., Mount Vernon, N. Y. 


ELECTRIC HANDSAW 








FEATURES . . . Nine-inch blade and cuts 
to depth of 27%”. Will cross cut 3” 
dressed lumber and bevel-cut lumber 
2%” thick at 45 degrees. DETAILS... 
Blade has free speed of 3600 r.p.m. as 
standard, with optional speed of 5000 
r.p.m. Protected by automatic spring- 
operated telescopic guard that rotates 
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NEW 


PRODUCTS 
’@ @@ bs... 


SUPPLIES AND EQUIPMENT | 


AUTOMATIC MOTOR STARTER 


on ball bearings. 19” long. Frame of 
die-cast aluminum alloy. Shafts on ball 
bearings. Blower keeps cut free of saw- 
dust. Saws wood, metal, stone, tile and 
compositions. Catalogued as Model 87. 
Lists at $135. MADE BY .. . Skilsaw, 
Inc., Chicago. 


BAKELITE BOX 








FEATURES . . . Outlet box is especially 
designed for use with non-metallic 
sheathed and CNX type cable wiring, 
and places where corrosive fumes are 
present. DETAILS . . . Provided with 
knockouts easily removed for cable en- 
trances. Requires no ground. Take 
standard types of fixture studs. No. 
3050 (illustrated) has four side and one 
bottom knockouts. No. 4050 has four 
side and five bottom knockouts. Two 
clamps with each box. MADE BY... 
Union Insulating Co., Parkersburg, 
W. Va. 





SOLDERING IRON 





i 


FEATURES . Suggested for home 
crafters, repair or service shops. DE- 
TAILS . . . Pure copper tip, brass clad, 


“No. I ae full of samples. 






. my family with me 


__ that’s jus 


ni-chrome heating element, hardwood 
handle, adjustable in length. Operates 
on either a.c. or d.c. Three sizes. No. 
420, 50 watts, lists at $2.00. No. 435, 
80 watts, lists at $3.00. No. 450, 140 
watts, lists at $4.00. MADE BY .. 
Stanley Tools, New Britain, Conn. 


PHOTOFLASH LAMP 








FEATURES . . . Especially designed for 
photographers using synchronizers with 
their cameras. Flash last over relatively 
long period. DETAILS ... No. 7 lamp 
is much smaller than ordinary 1|5-watt 
household lamp. Filler within lamp con- 
sists of aluminum wire and aluminum foil. 
Maker also announces the No. 15 lamp 
which is same size as present No. 10 
bulb, but is filled with aluminum foil, so 
treated that it gives longer and brighter 
flash than present No. 10. Both new 
lamps list at 18 cents. MADE BY... 
General Electric Co., Nela Park, 
Cleveland. 
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POCKETBOOK PROTECTIO 


8 ae 



















in 15 to 30 amp. sizes 








Saves time, temper and money 


Because of its long time-lag the Fustat does not blow 
needlessly when motors start on washing machines, refrig- 
erators and such appliances. 

Yet the Fustat protects like a fuse against dangerous 
shorts in flexible cords, grounded sockets, etc., — because 
it contains a fuse. 

And the Fustat makes SAFE protection REMAIN SAFE. 
Once installed it cannot be replaced by a size too large 
to protect — and it is practically impossible to bridge it 
in any way without destroying the Fustat or adapter and 
thereby clearly showing the user that his protection is gone. 

This stops anyone from heedlessly creating a hazard 
thru the use of something other than the correct size Fustat. 


Adds profits — cuts costs for Dealer 
The Fustat permits adding more appliances to present 
circuits without incurring needless blows. 
This often saves the expense of a new circuit and helps 





Fits present fuseholders 
Through the use of an inexpensive adapter, 
that locks in place, the Fustat fits in any 
standard Edison base fuseholder. 


close a sale. 


On new jobs you can specify that panels, ponits at 
switches, etc. be equipped with Fustat bases. 7c 











It’s just good business to sell, install and use.. .« 


INFORMATION WRITE TO ANY OF THESE 
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Servicing costs are cut because the Fustat abolishes 
many “blown fuse”’ service calls. 

Such calls are costly if they must be made during the 
“guarantee period” — or if the user kicks about paying the 
full cost where the only work done was to replace a fuse. 

On top of this the service man frequently has to be dragged 
away from more profitable work. 

The Fustat offers a common sense way to stop this 
wasteful evil — it doesn’t blow needlessly. 


Brings new business to Contractor 


If additional circuit capacity is needed, users cannot 
readily side-step the issue by overloading the circuit at 
the sacrifice of safety. 

The Fustat also offers the Contractor an opportunity 
to sell Hospitals, Schools, Plants, etc., on replacing old 
fuses. Responsible executives are quick to see how the 
Fustat can reduce the risk of fire or damage from electrical 
causes. 

Installing Fustats is profitable business. 


Pays Central Station to Promote 


The Fustat offers a way to add more appliances or out- 
lets to present circuits — with perfect safety — and without 
needless blowing of fuses, 

Revenue losses are decreased. Users are not annoyed by 
appliances and lights being needlessly put out of service. 
This makes for good will and assists load building campaigns. 


FIRMS 


BUSSMANN MFG. CO., University at Jefferson, St. Louis, Mo. 
JEFFERSON ELECTRIC CO., Bellwood, Ill. 
KIRKMAN ENGINEERING CORP., 121 Sixth Ave., New York City 


NATIONAL ELECTRIC PRODUCTS CORP., Fulton Bldg., Pittsburgh, Pa. 
UNION INSULATING CO., 


277 Broadway, New York City 















PHOTOFLASH LAMP 





LINE STARTER mounted, RZNR when equipped with 
Peg annular resilient mountings. Available in 

it 110-220 volts, 1/3, '/2, 3% and | hp. rat- 
ings. MADE BY ... Wagner Electric 
Corp., 6400 Plymouth Ave., St. Louis. 
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FEATURES .. . "De-ion" line starter for 
a.c. motors up to 5 h.p., 220 volts, and 
7'/2 h.p., 400 and 550 volts. DETAILS 
. . « Built into oversize cabinet, provid- 
ing large amount of wiring space. Of- 
fered with separate push button, with 
built in, start-stop push button, with 
built in hand-off automatic switch. MADE 
BY . . . Westinghouse Electric & Mfg. 
Co., East Pittsburgh. 





MARINE LAMP 


























FEATURES . . . Designed for use in 
nautical atmosphere. DETAILS 

Wheel mounted on brass capstan. Bead 
chain attached to wheel, so turning 
wheel, snaps light on and off. Capstan 
wound with genuine rope. Shade of 
parchment. Lamp is 15!/4” high. Shade 
diameter is 11”. Lists at $5.00. MADE 
BY . . . Chase Brass & Copper Co., 10 
E. 40th St.. New York, N. Y. 


————DOUBLE-CAPACITOR MOTOR 




































FEATURES . . 
capacitor, single-phase motor. Two con- 
densers of different value—a high ca- 
pacitance for starting and a low value 
of capacitance for running. DETAILS 

. Designated as RZN when rigidly 


. High-torque, double- 





CLOCK HANGER 


























FEATURES 
Hanger and wall 
outlet clocks. By 
concealing wiring 
and connections, 
trailing wires are 
eliminated. 


DETAILS . . . Con- 
sists of brass re- 
ceptacle with re- 
cessed cup and 
hook to support 
clock, together 
with flush brass 
plate which may 
be used or not as 
desired. Recessed cup, containing out- 
let is in wall behind clock. Accommo- 
dates two feet of cord and connecting 
plug. MADE BY ... General Electric 
Co., Bridgeport, Conn. 


ADJUSTABLE REFLECTOR 












FEATURES . . . Base on swivel permitting 
85 degree angle. Fits any standard 
socket. DETAILS . . . Has candlepower 
value of 3800 which produces 78 foot- 
candles at seven-feet when suggested 
150-watt inside frosted lamp is used. 
Aluma-glaze finish. Ventilated. MADE 
BY . .. Climax Reflector, Inc., Canton, 
Ohio. 





RENEWABLE FUSE 


fae 


FEATURES .. . Screen vented, air cooled 
to reduce heating. DETAILS . . . Both 
ends of case have series of small holes 
through which air circulates. Ends also 
equipped with fine mesh screens through 
which air passes. Fuse consists of two 
parts and link for quick renewing. MADE 
BY . .. Pierce Renewable Fuses, Inc., 
Buffalo, N. Y. 








FEATURES .. . Especially adaptable for 
synchronizers as flash holds longer than 
former types. DETAILS . . . Contains 
metal foil and metal wire. Has filament 
which burns out before light-giving ele- 
ment starts burning. No. 7 is 1%” in 
diameter and develops 22,500 lumen- 
seconds. No. |5 is 234” in diameter 
and is rated at 30,000 lumen-seconds. 
No. 15 is filled with treated foil. MADE 
BY . . . Westinghouse Electric & Mfg. 
Co., East Pittsburgh. 





GRINDER 
























FEATURES . . . For grinding, polishing, 
and “rubber wheeling” chrome alloys 
and other stainless metals. DETAILS... 
One-fifth h.p. universal motor which de- 
velopes 20,000 r.p.m. Standard chuck 
is thirty-second inch collet type, but 
No. 0 Jacobs chuck and one-eighth inch 
collet chuck are available. Complete 
with hand wheel, safety glass shield, 
light. MADE BY .. . The Dumore Co., 


Racine, Wis. 





LIMIT SWITCH 








FEATURES .. . Precision limit switch has 
elements rated at '/2 hp. up to 460 volts 
a.c., sealed in steel case. DETAILS .. . 
Actuated by plunger sealed against en- 
trance of water and oil. Plunger travels 
V4", but switch is actuated by movement 
of 0.001". MADE BY ... Micro Switch 
Corp., Freeport, Ill. 
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Monumental buildings are built to endure. 
Only the best of materials are used. Performite 
insulation for all wires and cables is long- 
lived, and is ideal for all monumental types 
of buildings. 

By all known accelerated aging tests, 
Performite rubber insulation is far ahead of 
any other commercial insulation. It is non- 
















































































One of its outstanding characteristics is its re- 
sistance to deterioration by heat. It is recom- 
mended for operation at conductor temper- 
atures up to 75 degrees Centigrade, thus 
providing a tangible advantage over most 
other types of rubber insulation in economy 
of copper size. Its stubborn resistance to heat 
makes it better suited than ordinary rubber 





corrosive, free-stripping, long- 











UNIFORMITY 


insulations for hot locations. 


aats : . ——s > , . . ' 
lnating. Performite shows —_ [a ERF ORMIT / ‘S Theme, Performite is the per 
prisingly little deterioration in i : | fect wire for buildings built to 
the oxygen bomb, air bomb and |# WIRES & CABLES ¥ last—assuring long life with 


air oven accelerated age tests. |4— 


oEPENDABILITY 





resistance to heat. 





HAZARD INSULATED WIRE WORKS 


DIVISION OF THE OKONITE CO. 


WORKS: WILKES-BARRE, 
New York Chicago Philadelphia Atlanta 
Seattle Dallas Washington 





PENNSYLVANIA 


Detroit 


Los Angeles 


Buffalo 
St. Louis 


Pittsburgh Boston 


San Francisco 
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NEWS 


NAMES 
annFACES 


General Regulator 
Names Riechman-Crosby 


The Riechman-Crosby Co., Mem- 
phis, has been appointed exclusive dis- 
tributor in that area for the General 
Regulator line of ventilating fans. And 
one of the salesmen is soon going to 
have one of these coolers in his kitchen 
because Riechman-Crosby is having a 
sales contest ending in July. The win- 


ner cops the fan. 


Herwig Names 
Sales Outlets 


Three new representatives are now 
stepping out telling the trade about 
the products of The Herwig Co., Chi- 
cago. Andrew D. Legg of 4 Florence 
Ave., Arlington, Mass., is traveling the 
New England states. R. H. Wither- 
spoon of 36 Alabama St., SW., Atlanta, 
is waving the Herwig banner in the 
Carolinas, Georgia and Florida. Fred- 
erick D. Moran of 1416 Madison St., 
Denver, is selling in Colorado, Wyo- 
ming, New Mexico, Nebraska, South 
Dakota, Montana, Utah and Idaho. 


Polaroid Issues 
Four Licenses 


Faries Mfg. Co., Greist Mfg. Co., 
Mutual Sunset Lamp Mfg. Co. and 
the Sight-Light Corp., have been li- 
censed by Polaroid Lighting, Inc. to 
sell Polaroid-equipped desk lamps. 


G.E. Shows 
All-Electric Building 


The salesmen’s club of G. E. Supply 
at Los Angeles became an escort bureau 
one night in April. They entertained 
125 local contractors with an elec- 
trically prepared meal, then followed 
that with a tour through their all- 
electric building. In the meeting fol- 
lowing the tour, Walter Stickel told 
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about the National Adequate Wiring 
Program. Mr. Harris, assistant re- 
gional director of FHA, outlined the 
job his agency is doing in promoting 
building. 


Opdyke Forms 
Relations Organization 


William K. Opdyke, advertising 
manager for the Warren Telechron 
Co. since 1928, has resigned to estab- 
lish an industrial relations organization 
with headquarters in Boston. Prior 
to joining Telechron, he was editor of 
The Bostonian and The _ Allantic 
Dealer. 


R. ]. Wehle Manager 
At Buffalo 


Richard J. Wehle has been named 
manager of the Buffalo branch of the 
Wehle Electric Co. He took over on 
June 15. Dick is a graduate of the 
Wharton School of Finance, Univer- 
sity of Pennsylvania, and the Bliss 
Electrical School of Washington, D. C. 
He has also sandwiched in plenty of 
experience in the wholesaling business 
between school te.ms. 


Westinghouse Ups 
Pace and Phelps 


r. J. Pace, formerly general man- 
ager of purchases and traffic for West- 
inghouse, is now assistant to the vice 
president in charge of sales. He has 
been with Westinghouse since 1902. 
His job is now handled by Andrew H. 
Phelps who joined the company last 
vear. Phelps was formerly with the 
McGraw-Hill Publishing Co. and the 
U.S. Chamber of Commerce. 


New Address 
For W. F. Seeman 


W. F. Seeman, Buffalo manufactur- 
ers’ agent, is now located at 523 EIlli- 
cott Square, 


ahs 


LOTS OF SUN but nary a smile from 
H. S. Wright (right) and C. T. Norton. 
They are both with the Riechman-. 
Crosby Co., Memphis. Wright man- 
ages the electrical department. Norton 
is his assistant. 


A BIT OF A GRIN from J. G. Trosclair 
who works in the purchasing depart- 
ment at the Electrical Supply Co., New 
Orleans. It's a happy town. 


PLANNING AIR SHOWS requires a lot 
of plotting and figuring before the con- 
trol man waves his arm, signifying 
“we're on”, Chicago's Board of Educa- 
tion has been sponsoring a series of 
practical broadcasts and one of them 
was a trip through the ILG plant. Here 
ILG’s Chief Engineer Arthur Sutcliffe, 
Vice President Walter Rietz and Ken 
Ellington, WBBM announcer, work up 
details so there won't be a slip. 
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YEP AND THAT 


NO MORE BEADED ONE-PIECE COPPER 


CONTACTS JOE! WITH 


THOSE DIAMOND KEEPS ‘EM AS 


POINTED JAWS AND M7 COOLAS A 
“DE-ION’GRIDS i CUCUMBER, TOO 






















“DE-ION” GRIDS QUENCH DESTRUCTIVE ARCS 


You don’t have to worry about destructive flashovers or burned 
contacts when you install Westinghouse Safety Switches equip- 
ped with ‘“De-ion” arc quenchers. The “De-ion” feature on all 
Westinghouse 575 and 600-volt switches gives positive protec- 
tion by quenching arcs so fast that they can do no damage. 
And years of trouble-free service are assured by these added 
Westinghouse features: Diamond pointed jaws and extended 
blades confine beading to points outside the contact areas — 


one-piece copper parts eliminate loose connections and keep 











contacts cool and tight. 





All commercial types and ratings — call your local: 
In the past, arcs have been broken by “stretching.” 


The “‘De-ion’’ quencher confines, divides and ex- Electrical Wholesaler Electrical Contractor 
tinguishes arcs instantly — obviously preventing Motor Dealer Industrial Agent 
concentration of burning heat on contacts or 


ere thassiere. WESTINGHOUSE ELECTRIC & MANUFACTURING CO., EAST PITTSBURGH, PA. 
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JAMES H. McGRAW HONORED. 













































James H. McGraw, founder of the McGraw-Hill 


Publishing Co., honored at a dinner given him by electrical men who have received 
medals under the James H. McGraw Award at the Hotel Traymore, Atlantic City. 
June 6. Mr. McGraw is at the head of the table. From his left are ]. Robert Crouse. 
George E. Cullinan, J. E. North, H. P. Leversidge, W. W. Freeman, Howard Ehrlich. 
C. E. Michel, W. R. E. Moore, W. J. Drury, G. E. Whitwell, James H. McGraw, Jr., 
S. L. Nicholson, C. L. Collens, O. Fred Rost, G. W. Patterson, G. M. Sanborn, Louis 


Kalischer, and C. E. Swartzbaugh. 


Holmes Adds 
Specialist, Lines 


The Holmes Electric Supply Co., 
Portland, Maine, has employed Earl 5S. 
Guild, electrical engineer, to act as con- 
sultant to the firm’s industrial accounts 
Guild has had experience with the U. S. 
Government, Stone & Webster and the 
GG & N Engineering Co. The company 
has also taken on the Kelvinator, Cut 
ler-Hammer, Allen-Bradley and Cen 
tury motor lines 


Schwarze Buys 
Stanley & Patterson 


The Schwarze Electric Co., Adrian, 
Mich., has purchased the Stanley & 
Patterson Co., makers of all types ot 
signal apparatus. The acquisition gives 
Swarze manufacturing plants at Adrian, 
New York and Montreal, and branch 
offices in all principal cities. The Stan- 
ley & Patterson retained as a 


division of 


name is 
Schwarze 


Home Electric 
Takes Three Lines 


The salesmen of the Home Electric 
Co., Tacoma, Wash., are now pushing 
the lines of three more manufactures. 
hey are handling Apex refrigerators, 


laundry equipment and cleaners; Ma 

jestic radios and Crawford ranges. 
Chicagoans 
Go Golfing 


. 
Chicago s 


electrical 


industry was at 
the Itasca Country Club on June 28. 
he boys were attending the sixth an- 
nual golf 


tournament and outing spon 
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the Wholesalers’ Association 
\ugust Kubec, Percy Green and Herb 
Privat handled arrangements and A. J. 
McGivern took care of the cash. When 
the golfing was over, a big steak dinner 
kept the guests occupied. 


~ yred by 


Midway Adds 
Men, Lines 


Phil Krainess and Al Penna have 
signed up with the Midway Electric 
Supply Co., New York. Krainess is 


selling outside, Penna is at the counter. 
The company is now selling the Ameri- 
can Flyer and Packard Shaver lines. 


Westinghouse Opposes 
Courtesy Discounts 


Meeting at Hot Springs, Va., late in 
May, the Westinghouse Agent Jobbers 
Association passed a resolution taboo- 
ing courtesy discounts. The attitude of 
the group was presented by J. S. Shaw 
of the Moore-Handley Hardware Co., 
Birmingham, Ala., president. At the 
election of officers, J. S. Shaw was re- 
president; A. E. Allen, vice 
president; N. G. Symonds, vice presi- 
dent; H. M. Moock, secretary; L. B. 
Bournes, assistant secretary and treas 
urer, and J. J. Jackson, counsel. 


elected 


D. W. Atwater 
Heads I. E. S. 


The Illuminating Engineering Society 
did its annual voting recently and De 
Nyse W. Atwater was named president 
He is manager of commercial engineer 
ing for Westinghouse Lamps. A. D 
Cameron, Holophane, was elected vice 
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president, Howard M. Sharp, Buffalo, 
Niagara and Eastern Power Corp., is 
secretary and Henry G. Clum, Jersey 
Central Power & Light Co., was voted 
treasurer. R. W. Staud, Benjamin, and 
H. L. Johnstone, Duquesne Light Co., 
were named directors for three years. 


U. S. Takes 
Sunbeam Line 
The salesmen of the U. S. Electric 
Supply Co., New York, are now push- 
ing the Sunbeam line in their territories. 








Gilham, Sr. 
Joins Sons 





P. C. Gilham, Sr., identified with At- 
lanta’s electrical industry since 1895, 
has joined his sons P. C., Jr., and 
Harry as a partner in the Electric Sales 
and Service Co. The elder Gilham or- 
ganized the Gilham Electric Co. in 1918 
and served as president until 1933. 


A. C. Ruble With 
Electric Supply 


\. C. Ruble has joined the Electric 
Supply Co., Des Moines, as vice presi- 
dent and sales manager. He succeeds C. 
G. Weatherwat, who resigned. Ruble 
formerly with McGraw Electric 
and Westinghouse Supply. 


Was 


Claude Associates 
Promoting Zeon 


Zeon—that’s what sign manufacturers 
are calling the new fluorescent tube 
lamp. And to promote it, they formed 


Claude Associates, an organization com- 
posed of manufacturers operating under 
the patents of Claude Paz et Silva of 
France, the General Electric Co. and 
Claude Neon Lights, Inc., New York. 
Eleven firms have joined the group. C. 





ALL HIS. 


Sam Rosenthal, vice presi- 
dent, Hyland Electric, Chicago, 
smacked out winning golf three con- 
secutive years at NEWA meetings, 
so the Curtis Lighting Trophy is his for 
keeps. Sam shot 76, 74 and 81. He 
and Bill Seeberg, Curtis Lighting, are 
looking it over. 














When G-E Wiring Material Salesmen Are Asked 
DO YOU HAVE THIS —OR THAT? 


The Answer Is “YES” 
THE G-E WIRING MATERIAL LINE IS COMPLETE 

















Distributors’ salesmen selling G-E Wiring Materials don’t have 
to hem and haw and suggest substitute materials or alternate ways 
of doing a job. The G-E line includes exactly the materials their 
customers want. There are G-E Wiring Materials for every pur- 
pose whether it be for wiring a 50-story office building, a large 
factory or a home. Moreover, G-E Materials are designed to be 


used together and are all of one uniform high quality. 


GENERAL @ ELECTRIC 


WIRING MATERIALS 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC CO., BRIDGEPORT, CONN. 
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SHOULDERS BACK, 


chest out, and all 
that sort of thing. Howard Stultz, presi- 
dent and general manager of the Holly- 


wood (Cal.) Wholesale Electric Co. 
lines up in front of his new building. 


H. Borland, Claude Neon Federal Co., 
Chicago, is president and R. L. Kester, 
Jr., Claude Neon Lights, Inc., New 
York, is vice president. The firm of 
Stevenson, Jordan & Harrison, 19 W. 
44th St.. New York, is directing the 
association’s activities. 


Allentown Sees 
Electrical Living 


The Electric Kitchen Modernizing 
Bureau of Allentown, Pa., recently 
held a Modern Living Exhibition at the 
Fair Grounds. The show lasted six days 
and 50,000 folks saw the latest develop 
ments in electrical equipment. 


G.E. Canada, 
Brightens Branch 


The St. John branch of the Canadian 
General Electric Co. has recently been 
enlarged and fancied up. The main 
improvements are in the show room— 
better displays and modern lighting. 


Kansas City’s 
Golden Jubilee 


Kansas City’s electrical industry did 
big things in a 24-hour period on Mon- 
day, May 23. It was the local industry’s 
Electric Jubilee and when it was over 
$63,900 worth of appliances had been 
sold. The program was sponsored by 
the Electric Association. Salesmen 
learned of the activity when they re- 
ceived telegrams Sunday evening an- 
nouncing a big breakfast meeting the 
next morning. On hand for breakfast 
were 205 dealers and distributors. Then 
the boys went out to sign ’em up. 

Another rally was held between 5 and 
6 P.M. that day and the salesmen went 
out on evening calls. The final sale was 
reported to headquarters in the Bellerive 
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Hotel at 2:30 A.M. for the amount of 
$454. More than half of the sales were 
made after 6 P.M.—so papa is impor- 
tant after all. Here is what sold—74 
ranges, 148 refrigerators, 98 radios, 53 
washers, 11 water heaters, 10 dishwash- 
10 garbage disposals, 14 beverage 
coolers and 4 water coolers. 


ers, 


Westinghouse 
At Springfield 


Westinghouse is laying out a mil- 
lion dollars for two new buildings at 
East Springfield, Mass. One building, 
measuring 942 by 170 feet, will be used 
for the production of beverage coolers 


and commercial refrigeration. The 
second building will be used as a ware- 
house. This will be connected to the 
present plant by a 572-foot enclosed 


conveyor, 


G. E. Forms 
Standards Department 


Electric has created a 
Department to work with 
various associations and agencies in- 
terested in standards and codes. The 
department is headed by L. F. Adams. 
He is assisted by E. B. Paxton, E. R. 
Anderson, H. W. Samson and H. W. 
Robb. The company’s several stand 
ardizing committees continue to develop 
apparatus in their respective lines. 


General 
Standards 


New Lines For 
Esco, New- Orleans 


Now days the salesmen of the Elec 
trical Supply Co., New Orleans, are 
hustling three new lines. They are 
Progress vacuum cleaners, Packard 








ae 


BROAD DAYLIGHT and to make it 
even worse, these desperadoes flash 
fiendish grins as they go about their 
brazen work. And furthermore, it's a 
case of three against one. ‘Taint right. 
‘Taint fair. Ed Charlton was just inno- 
cently going around selling Jefferson 
fuses and transformers when they 
stopped him with their Thor drills in 
hand. The culprits are Pete Bond, Fred 
Jasperson and Al Hillier of Graybar, 
Philadelphia. They're bad hombres. 








electric razors and W. N. Matthew 

pole line equipment. A. H. Fortie: 

has been made head of ABC washe 
sales. 

Stanley Too! 

Appoints Orleans Outlet 

The sales force of the Oliver H 

Van Horn Co., New Orleans, is now 


selling the complete line of Stanley elec 
tric tools to its industrial and auto 
motive accounts. 


MEN ON 





THE MOVE 


_ Al Schauman is plugging supply lines 
for the Shepherd Electric Balti 
more, 


.0:. 


* 
Ben Libson is covering the Bronx for 


the U. S. Electric Supply Co., New 
Y ork. 
* 

Bob Heanenridge has been trans 
ferred by the Universal Electric Co., 
Muncie, Ind., from the motor repair 
department to outside sales. 

* 


W. L. Jones has been moved from the 
counter of Monroe (La.) Hardware Co. 
to outside sales, covering the northern 
part of the state. 

_ 

Fred S. Kinsey now has charge of 
Westinghouse lamp sales in the North 
eastern district. Before his promotion, 
he directed sales in the midwest. 
Adolph Frankel becomes merchandise 
manager for the same company. He 
is launching a drive on the Sterilamp 
by opening the first regional office in 
Boston. 

7 

James Lankford is stepping into the 
Panhandle section of Texas for the 
Broome Electric Co., Amarillo, selling 
contractors and oil men. 

* 


Fraser F. Fulton has been upped to 
sales manager of the special products 


division of the Northern Electric Co., 
Montreal. He has been with the firm 
since 1928. M. D. Brooks is the new 


merchandising manager at Vancouver. 
* 


W. B. Croney now heads up central 
district sales for Manning, Bowman & 
Co. He headquarters at the Merchan- 
dise Mart, Chicago. Croney has been 
on the company’s sales force for 12 
years. Before the promotion he ranged 
through Texas. Those accounts are 
now covered by R. M. Quisenberry, 
formerly with the Dallas Power & 
Light Co. 
. 


Charles D. Poey has joined the Greist 
Manufacturing Co., New Haven, Conn., 
as chief engineer of the illuminating 
division. Before affiliating with Greist 
he spent 20 years with the Consolidated 
Edison Systems, New York. 
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A HEAVY THOUGHT or something 
about as serious from George Boring, 
who heads up Pacific Northwest at- 


fairs for General Electric Supply. 
is located at Portland. 


He 


Herbert Young has joined the Majestic 


Radio & Television Co. in a sales ad 
visory capacity. He will contact the 
trade in the eastern states. 

* 


H. R. Vines, branch manager of G. E. 


Supply at Chattanooga, has taken on 
the added job of selling supply lines. 
J. M. Munns, who had been out on 


the road, is operating manager. 


* 

E. V. Anderson is working out of 
Boise, Idaho, for Graybar, specializing 
on appliances. He covers southern 


Idaho and a small portion of Oregon. 
* 
W. E. Howarth has taken to the road 
on behalf of the Electric Service & Sales 
Co., New Bedford, Mass. 
* 


C. R. Braley of the Lorenz Co., Kla- 


math Falls, Ore., has been transferred 
from the Medford sales district to Kla- 
math Falls where he sells industrials. 
His former territory has been taken 


over by W. J. Kramer. 


Fred G. Phillips is covering Oregon 
and Washington for the Bryant Electric 
Co. He was formerly with North Coast 
Electric and Home Electric, wholesal- 
ers. He succeeds Freeman Schaar, who 
was transferred to San Francisco. 

* 
G. E. Trites has taken over a 75-mile 


territory for Emerson Bros., St. John, 
N. B. wholesalers. He works from 
Sussex, N. B. 
* 
C. M. Wilson now has charge of 


General Electric appliance sales in the 
New England area. He formerly man- 
aged radio sales. 

* 


H. D. MacRae is selling for 


Procter 


Electric Co. in northern New York. 
He headquarters at 216 McKinley St., 
Rochester. 
* 
Arthur H. Baier and Samuel K. Mac- 
Donald are on the sales force of the 
B-L Electric Mfg. Co. Baier covers 


Ohio and MacDonald sells in Va., W. 
Va., Md., Del. and the D. of C. 
* 

P. V. Eakin now has charge of the 
Kansas City house of the American 
Electric Co. 

* 

George H. Salmon has been promoted 
to manager of appliance sales at the 
G. E. Supply Corp., Philadelphia, Pa. 
He has come up through selling. 


OBITUARIES 


Henry Mellmann 


Henry Mellmann, 49, supply sales 
man with Westinghouse Electric Sup- 
ply Co., San Francisco, for the past 
seven years, died of heart attack at Lodi, 
May 17. Before joining Westinghouse, 
Mr. Mellmann had been in the contract- 
ing business for himself. Previously he 
had been affiliated with the Spott Elec- 
tric Co., Oakland. 








THESE LADS get the orders out at Joseph Kurzon, Inc., New York. 
George Nance, Louis Carroll, Sam Silver, Michael Guiseffi, Dave Kwintner, Victor 
Salpietro, Dave Malamud, Jack Blustein, Sol Berkowitz, Frank Morrelli and Victor 


Stamponi. 


This team keeps things rolling. 
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MEETINGS AHEAD 


Baltimore—Eastern section of Interna- 
tional Assn. of Electrical Inspectors 
meets September 6 to 8. Southern sec 
tion meets at Jacksonville, Fla., Septem- 
ber 12 to 14. Western section meets at 
Cleveland, September 19 to 20. North- 
western section at Spokane, October 3 
to 6. Southwestern section at Long 
Beach, Cal., October 10 to 12. 
7: 

Chicago—U. S. Independent Telephone 
Association at Stevens Hotel, October 
18 to 21. Details from Louis Pitcher, 
616 S. Michigan Ave., Chicago. 


Chicago—National Electrical Manufac 


turers Assn. at Palmer House, October 
24 to 28. 

* 
Detroit—National Electrical Contractors 


Assn. at Book-Cadillac Hotel, September 
12 to 15. 
* 


Duluth— Minnesota Electrical Council at 
Spalding Hotel, July 21 to 24. Details 
from William A. Ritt, Foshay Tower, 
Minneapolis. 


French Lick, Ind.—National Retail 
Hardware Assn. at French Lick Springs 
Hotel, July 11 to 14. Details from H. P. 


Sheets, 130 E. Washington Blvd., In- 
dianapolis. 

. 
French Lick, Ind.—Indiana_ Electric 
Assn. at French Lick Springs Hotel, 
September 29 to October 1. Details 


from Tom C. Polk, 607 Traction Termi 
nal Bldg., Indianapolis. 


aa 
Minneapolis—Illuminating Engineering 
Society at Nicollet Hotel, August 29 to 


September 1. Details from A. D. Cam- 
eron, 51 Madison Ave., New York. 





New York—New York Housewares 
Mfrs. Assn. at Hotel Pennsylvania, July 
10 to 16. Details from Flo English, 
Hotel Pennsylvania. New York. 


Portland, Ore.—American Institute of 
Electrical Engineers, August 9 to 12. 
Details from H. H. Henline, 33 W. 39th 
St., New York. 





Rochester, N. Y.—The Electrical Assn 
is sponsoring a Construction Materials 


and Commercial Lighting Equipment 
Show, October 4 to 6. Details from 
E. J. Kramer. 1212 Lincoln-Alliance 
Bldg., Rochester 








Yellowstone Park, Wyo.—Rocky Moun 
tain Electrical League at Canyon Hotel 
and Lodge, August 29 to 31. Details 
from George Lewis, Gas & Electric 
Bldg., Denver. 











FRO 


Television 





once more carrying 
But the fact is 


New Spapers Are 
television 
there is as yet no real news on develop- 


stories on 


ments. Here are the facts: Current ex 
perimental broadcasting can be of inter 
est only to those living within a radius 
of 40-50 miles of the station. Programs 
can’t yet be broadcast to everyone with- 
out the investment of huge sums. No 
one yet knows where the money is com- 
ing from to finance stations and pro 
grams. Tell all dealers that no set is 
available to receive television programs 
unless a television broadcasting station 
has been erected and is operating within 
40-50 miles of the point where the set 
is to be used. Until then the public 
will have to depend on radio.—Radio 
Retailing. 


Little vs. Big 


You've heard saiesmen say: “What's 
the use of bothering with the little fel 
low, its the big ones who bring in the 
dough!” Quite so. But did you ever 
stop to think that the big ones aren't so 
to land and that two or three of 
the little ones frequently make up as 
much as a big one? And furthermore, 
if you lose one big one you are much 
wose off than if you lose two or thre 
little ones.—Printers’ Ink. 


easy 


Easy Terms 
Make Trouble 


payments mean more re- 
This is the experience of 
GMAC in financing refrigerator sales. 
For every 100 repossessions on sales 
having a down payment of 25 per cent or 
more, there will be 120 on deals with 
down payments of between 15 and 24 per 
cent, 270 with down payments between 
10 and 14 per cent and 650 on those 
sales with down payments less than 10 
per cent. 

Lengthening the period over which 
installments are paid also increases re- 
possessions according to GMAC. For 


down 
possessions. 


Low 


every 100 repossessions on refrigerator 


40 


OTHER 


M 


ELECTRIC 


running 12 months or less, there 
will be 160 on transactions running be- 
tween 13 and 18 months, 295 on those 
running between 19 and 24 months, and 
370 on those running over 24 months.— 
The Journal of Marketing. 


sales 


They Want Value 
At a Price 


[t is not true that the average appli- 
ance prospect wants to buy on price 
alone. Norge made a national survey 
and discovered that the average buyer 
now shops for value at a price. Out of 
every 100 refrigerator purchasers this 
year: 25.7 bought on the basis of con- 
venience; 15.0 for use savings possible ; 
18.6 because they liked a certain type 
of mechanism; 7.9 because of the 
economy of the electric refrigerator ; 
10.3 because they preferred a certain 
maker; 8.5 because of the beauty of a 
certain model; 4.0 because of the par- 
ticular dealer; 2.0 on price alone; and 
8.0 for any one of many other reasons.— 
Sales Management 











“We'll have an illuminat- 
ed goldfish bowl if I can 
stop these leaks, dear.” 


Mt 
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Find New 
Products 


Electrical products appear, sell ac- 
tively and die. Others replace them. 
This is progress. Convert such devel- 
opments to your advantage. Find some- 
thing which will add to your present 
business and not take anything away 
from it. New products are scarce yet 
they continually appear on the market. 
Check your present lines against three 
years ago and you will be surprised to 
find how many products you are selling 
now that were not then on the market.— 
Electrical Merchandising. 


Persistence Counts 


lruly competent salesmen recognize 
that of all attributes which make up the 
successful combination of sales ability, 
the most vital is persistence. The man 
who tenaciously persists long enough 
is the man who comes back with the 
orders. Sitting out the long hours in 
anterooms, calling and calling and call- 
ing, that’s the price the winner of sales 
must pay.—Forbes. 


Nail ‘Em Down 
With Facts 


Customers often say “Il wish we could 
buy a new and larger electric refriger- 
ator, but we just can’t afford it now.” 
One dealer handles the argument this 
way. “Here’s a purchase slip from your 
hutcher for 145 pounds of ham—69 
cents,” he says. “But if you had bought 
a six-pound ham, which you can’t buy 
now because you have no place to put 
it, you would have paid $1.38. Even 
after throwing away 14 pounds of bone, 
you would have 44 pounds of ham— 
exactly three times as much for half the 
money.” Specific answers like this 
win sales.—Advertising Age. 















Asking For the Order 
Won't Hurt You 


Public enemy No. 1 in selling is Fear! 
But have you ever seen a paragraph 
like this in a newspaper? 

“Thomas F. Jones, Salesman, was 
shot and critically wounded today by a 
prospect whom he had just asked for an 
order.” 

You never will! 

Railroads and the Pullman Company 
boast of the safety of the passenger in 
their keeping. That’s nothing! Look at 
the record for safety of the salesman 


in the presence of a prospect: Not a 
single life lost in the United States 
within the memory of man. Multiply 










the number of salesmen by the number 
of people seen and the result is stagger- 
ing. It’s the greatest record for safety 
ever made!—Printers’ Ink Monthly. 


Overcoming Price 
Objections 

















A study of answers used most suc- 
cessfully by several hundred salesmen 
in different lines emphasizes the im- 
portance of being simple, direct and 
positive in handling price objections. 
The commonest mistake is to attempt 
an elaborate explanation which sounds 
more like anxious justification than 
robust salesmanship. Answers that work 
best are usually short and decisive, 
shifting the objection to other grounds. 
Price by itself isn’t a real objection 
anyway. For example: 

1. “There’s really no such thing as 
too high a price. The question is rather 
what gives the best value.” 

2. “Since there’s no article exactly 
like this one, how can you say 
price is too high? You have no basis 
for comparison.” 

3. “You say this isn’t worth the price. 
Then how do you explain the success 
other customers have had for years 
with it?”—Advertising and Selling. 




































Factors in 
Competition 


The big factor in competition is not 
entirely one of price advantage, but is a 
matter of corrected and improved 
method in connection with certain vital 
retail fundamentals such as: (1) The 
need for modern, inviting stores, well 
located in regard to concentration of 
sidewalk traffic. (2) The need for 
dealers to advertise regularly through 
window displays and printer’s ink. 
(3) The need for dealers to concentrate 
purchases to effect distribution econo- 
mies. (4) The need for dealers to work 
towards the same efficiency in business 
operation as practiced by chain stores.— 
Executives Service Bulletin (Metro- 
politan Life Ins. Co. 


the | 
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STRENGTH 
Bnd BEAUTY 


THE MAN ON THE FLYING TRAPEZE" --- 





Yes is a perfect 
specimen of flexibility — of strength — of 
beauty. Each and every one of his count- 
less turns represents studied effort with 
success 


or any other gymnast 


So, too, are Killark Fittings. More than 
fifteen hundred number, flat-backed 
and made of unbreckable malleable, they 
are the result of years of engineering 
research, designed for one common pur- 
pose — the one hundred per cent satisfac- 
tion of their user. And users everywhere 
constantly demand them, to answer the 
problem at hand 


in 


They, too, will give you and your user the 
big mileage and protection so necessary 
in conduit fittings 


There are no better fittings than Killark's 


KILLARK ELECTRIC MFG COMPANY 


Vandeventer 
ST. LOUIS, MO 








EVERY POSITION 
WITH A 
FLAT BACK 


/S0O 


to choose 


from 


& Easton Avenues 
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License 
Fasteners 


A Kentucky dealer wins a lot of good 
will at license time by giving away a 
small bag, bearing his name, containing 
nuts and bolts for attaching license 
plates to automobiles and trucks. He 
passes these out to all customers coming 
into the store and announces the free 
offer in his advertising. Many visit the 
store to get something for nothing but 
remain to make a purchase.—Hardware 
d 1 ge. 








PARTS SPECIALIST is William Crane. 
Bill is sales manager of the Crane Elec- 
tric Parts & Supply Co., Reading, Pa. 
He does a good job with appliance re- 
pair parts in addition to regular supply 
lines. The firm stocks about 50,000 
items for cleaners, washers and the 
other appliances. 





Be Positive 


Salesmen must be positive. If a sale 
is to be made it can be done in just 
one way—and that is by arousing posi- 
tive convictions of advantages and value 
in the mind of the prospect. A sales- 
man is effective in just the measure that 
he has convictions to communicate. He 
fights successfully, not so much for a 
proposition as he does for his con- 
victions regarding that proposition.— 


Sample Case. 


Selling 
Today 


Salesmen are getting orders today. 
Many of them are doing well, but you 
will find that most of the successful 
ones are masters of the conditions that 
confront them. They are not messengers 
of gloom, nor receptive to rumors of 
disaster. They are not avid readers of 
editorials in the daily papers. Their 
job is selling. That is the thing they 
know best. They are positive they have 
something to sell that other people 
should buy. They impart this assurance 
in a convincing manner. It isn’t as easy 
as this sounds but it is the right for- 
mula.—Printers’ Ink Monthly. 
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Instruments—-General Electric, Schene 


M @) R E FAC TS tady, N. Y., has illustrated and describe 
in detail its Type AD-6 switchboa: 

instrument in Bulletin GEA-2821. Sma 
O | P ROD U Cc TS Panel Instruments; what they are, thei 
applications and features are explaine 
in Bulletin GEA-2822. 










Electrical Specialties—Catalog No. 38, Insulators—The Illinois Elec. Porcelai: 
issued by the McGill Manufacturing 9°» Macomb, Hil. has issued a 16-pag 
Company, Valparaiso, Indiana, includes bulletin No. 12 giving specifications o1 
detailed information and illustrations of their standard knobs, and two and three 
that company’s switches and sockets; W4Y Wie, cleats; . 14-page bulletin - 
lamp guards, portable and stationary: M8 Specifications on distribution lin: 
changers, solders, and miscellaneous insulators; and separate data sheets on 
accessories. porcelain wireholder insulators, guy 
strain insulators, and non-metallic wiring 
Electric Tools—Black & Decker Mfg. “°°°SS0F€S- 
Co., Towson, Md., has issued its annual nme = . . a 
catalog. New tools described include: Lighting—The General Electric Vapor 
shorty drill, utility power line, right angle Lamp aaa aide 410 Eighth St. Ho- 
adjustable screw driver and wrench, nut boken, N. J., has issued Bulletin 810 on 
runners, tappers, die-grinders, lectro fluorescent lighting with the NiCo Lamp 
shears, valve refacers, electric saws. illustrating its use in architecture, booth 
sanders and polishers. and window displays, theatrical effects, 
industrial applications and research. It 
Fuses—S&C Type “SM” Fuses for includes engineering data and a speci- 
‘ fication table. Mercury Lighting, its 
application and engineering data, is the 
subject of Bulletin 521. 



















heavy-duty current interrupting service 
are described in Bulletin 200-E  pub- 
lished by Schweitzer & Conrad, Inc., 
4435 Ravenswood Ave., Chicago. It 
describes the functions, construction, and 
operation of these fuses. Dimensional ; ola : 
pr capacity data for the fuse holders, Jefferson st., Chicago, gives complete 
mountings and units complete the Mormation on that company's lighting 
helietion fixtures, with illustrations _ot each 

model. Fixtures for home, office, store, 


Instruments—General Electric, Schenec- Churches, schools, and theaters are 
tady, N. Y., has issued catalog sheets included. 

GEA-2823 and GEA-2824 dealing with 

portable commercial testing instruments. Lighting—The Revere Elec. Co., 757 
They illustrate and describe voltmeters, W. Jackson Blvd., Chicago, has issued 
ammeters, milliammeters, volt-watt- a pocket size Catalog “E” dealing with 
meters, and wattmeters designed for their equipment for lighting service 
both alternating-current and direct-cur- stations. Descriptions of floodlights, 
rent measurements. Also published by mercury lamps and equipment for mer- 
this company is Bulletin GEA-2825 on cury lighting, sign reflectors, light 
laboratory and _ specialty instruments’ standards, sign brackets, street lighting 
ranging from precision potentiometers fixtures, and their Safety Dispensing 
to phase-rotation indicators. Rack are included. 









Lighting—Catalog No. 38 issued by the 
Beardslee Chandelier Mfg. Co., 216 S. 
















































































































“You wholesaler’s salesmen are all alike! 





You think NO doesn’t mean ae thing.” 
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“He’s looking up some electrical gadget 


—the hard way” 





. ‘ LA > 
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“T’m tellin’ yuh, Marge, that guy will never wise up. My boss 
just keeps that big blue an’ orange book at his elbow — the 
Electrical Buyers Reference. An’ boy, does he know all the 
answers!” 

Are you getting the most out of your copy of the Electrical 
Buyers Reference? When you need the name and address of 
a manufacturer, the B.R. will give it to you in one minute. And 
it’s cross-indexed by trade names so you can’t go wrong. 


The Looking-Up-Place for 
Everything Electrical Use your copy regularly. It will save you time and money! 


ELECTRICAL BUYERS REFERENCE 


ELECTRICAL CONTRACTING EDITION 
A McGraw-Hill Publication + 330 West 42nd Street, New York 
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| Lighting—‘‘Artificial Light and Its Ap- inghouse Elec. & Mfg. Co., F 
| plications” is a lighting handbook of the burgh, Pa. 

| Lamp Division of Westinghouse Elec. Vv 

| & Mfg. Co., East Pittsburgh, Pa. Tables 
| have been revised, text simplified, and 





Every kind of conductor 
fitting you need— 


More than 
6,200 


And every connector in the 
PENN-UNION line is reliable. 
Carefully designed and tested, 
to assure the best possible 
mechanical and electrical con- 
nection. 

Millions in service—used by 
the leading utilities and ‘“‘in- 
dustrials.”’ 


Sold by leading jobbers 


PENN-UNION 
ELECTRIC CORPORATION 
ERIE, PA. 


You'll find it in the complete line— 








illustrations added since the last issue. 
\mong some of the new chapters are 
those on photometry, color, theatre 
lighting, and sports lighting. Copies 
available at seventy-five cents 


v 


Lighting Fixtures—A 12-page catalog, 
L-75, of Sight-Craft Indirect Lighting 
Fixtures for offices, stores and schools 
has been published by the Smoot-Hol- 
man Co., 33 Dore St., San Francisco. 
It includes illustrations of installations 
and complete technical data. 


v 


Power Switching Equipment — Catalog 
GEA-627, issued by General Electric, 
Schenectady, N. Y., gives a complete 
listing of that company’s outdoor power 
switching equipment and devices.  In- 
cluded are hook-operated switches, fuse 


| disconnecting switches, group-operated 


switches, power connectors, ground in- 
stallations and connectors, beam clamps, 
ringed pipe fittings, insulator units, and 
bus support fittings. 


v 


Price Calculator—The Bryant Electric 
Co., Bridgeport, Conn., has issued a 
Net Price Calculator which makes it 
easy for the trade to quickly and ac 
curately calculate wiring device net 
prices on the regular wholesale discounts 
of 38%, 28% and 18%. 


v 


“How To Sell 
Kitchen-Proved Electric 
gives to the dealer and his 
salesmen all the information required to 
sell more ranges. It contains product 
information, selling plans and technique, 
and common questions about electric 
cooking and their right answers. West 


Range Sales Manual 
Westinghouse 
Ranges,” 


19 YEARS Jimmy Roos has been wav- 
ing the flag for the Electrical Supply 
Co., New Orleans. He started out as 
a counter man, today he has charge 
of sales. 


Refrigeration Tools—Bonne s I 
Tool Works, Allentown, Pa., has 

a catalog of Refrigeration Tools 
38R. It shows a complete line of « 
small, small and standard sockets, 
cial refrigeration sockets, refrigerat 
ratchets, special wrenches, tube bender 
flaring and pinch-off tools, and a 
variety of pliers, punches, chisels, scr 
drivers, and adjustable wrenches 


v 


Switches—The Automatic Elec Mig 
Co., Mankato, Minnesota, has releass 
their catalog giving specifications, prices 
and illustrations of their complete lin 
of automatic time switches, flashers an 
controls 


Vv 


Switches—In a 12-page catalog No. 31 
C-7 the McGill Mfg. Co., Valparais 
Indiana, describes the construction an 
applications of their Levolier switches 
including a Specification and Price List 


Vv 


Transformers — GEA-1086B, a_ bulleti 
illustrating and describing Novalux cor 
stant-current transformers, automati 
station type, and GEA-2432, a six-pag 
bulletin illustrating and describing tl 
new Type JW-1, 5000-volt indoor cu 
rent transformer, have been issued | 
General Electric, Schenectady, N. Y 


v 


Water Heaters—“Keal Hot-Water Serv- 
ice, Easy, Quick, and Cheap,” issued b 
the Westinghouse Elec. & Mfg. C 
East Pittsburgh, Pa., pictorially presents 
their complete story of electric wate 
heating. 


v 


Wiring—“Ideas & Plans To Help Yo 
Sell Better Wiring” is the title of 

four-page folder issued by Steel and 
Tubes, Inc., Cleveland. It gives in de 
tail sales helps in both the applicatior 
and construction of Rigid Steel Race 
ways. 


Smooth Sailing 


Letters 


This is the title of a mighty interest- 
ing book on letter writing by one of the 
masters in the art—L. E. Frailey. It 
won't take you long to read through it’s 
171 pages, but when you finish it will 
make you letter-conscious. You will 
start thinking about the letters you writ 
and how to make them better. Jo 
help you do this every chapter is packed 
with simple facts and fundamental prin- 
ciples. More than 50 outstanding letters 
have been used to illustrate the text— 
each an excellent example of good let- 
ter salesmanship. (Prentice-Hall, I 
New York, $2.00) 
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Loose Talk And 
The Law 


——— CONTINUED FROM PAGE 13 


} 


ents of his salesman. He may even 
7 sued for things about which the 
salesman said nothing. This is be- 
cause the law provides that certain 
inspoken warranties accompany the 
sale of merchandise. For example: 


1) Wherever an electrical wholesaler 
sells to a purchaser who has explained 
the particular purpose for which he 
needs certain products—such as to com- 
lete a certain contract—and the pur- 
haser has relied on the _ salesman’s 
knowledge and judgment, the whole- 


saler impliedly warrants that the mer- | 


handise he delivers is fit for the 
urpose. 

2) Even where nothing is said about 
the fitness of particular electrical prod- 
ts for particular purposes, the law 
recognizes that certain usages of the 
trade amount to a warranty by the 
vholesaler that the products sold are 
suitable for particular purposes and uses. 
For example, it is common knowledge 

the trade that certain appliances are 
itable for use on particular voltges. 


At least one “out,” however, on 
this question of implied warranty is 
lowed the electrical wholesaler by 
law. If the purchaser examines the 
goods and accepts them after such 
examination, the wholesaler is not 
legally responsible for any defects 
vhich this examination should have 
revealed. 

The law, as set forth in the Uni- 
torm Sales Act, makes no distinction 


etween the legal action and other | 


remedies available to the purchaser 


+ 


or a breach of a spoken warranty, 





BEHIND THE DESK sits W. M. Acker- 
man who runs the Ackerman Electrical 
Supply Co., Grand Rapids, Mich. The 
carpenters, brick layers and wiremen 
tinished an addition to the building a 
short time ago, therefore the look of 
contentment. 
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A SALES PLAN 


ROME CABLE products help you plan for 
increased sales through more satisfied customers. 
Starting with the wire bar, every step in 
the processes of rolling, drawing, annealing, 
tinning, and insulating is carried on under 
rigid inspection—to give maximum service to 
the user. Sell your customers ROME-CABLE 


Building Wire and watch the reorders roll in! 


ROME CABLE QUALITY 


Code, Intermediate 30% one ba tor Gute, ane 

i d Easy Pulling © Long Aging 
Se aaa ane tage Rubber, Unitarmiy”™ Smal 
y . 1 N.E.C.S. « Diameters ¢ Clean — Easy 
eratertes, tne. Siesta, Stripping « Eight Clear Dis- 
Fiame & Moisture Resistant tinct Colors 


PROD 


UCTS 


ole la: onc 


































No. 330 ''LATROBE"’ 
TOM THUMB UTILITY OUTLET 


For use in wood installations, and 
other locations free from moisture 
or mechanical injury. 


Sell and install 
LATROBE—the com- 
plete line for res- 
Tel-talilelMeaolaslaal-ladie) 


relatomfalel*itialel Mm cela 





WATERTIGHT BOX NOZZLE 


Cut-away view of No. 

110 Box showing how Ff, v , 
the tapered unit recep- Llu b 

tacle fits tapered open- AN “ 

ins = top < a ri ry 
The last word in design, re tration wit No. 
appearance, and sim- ATROBE - PEN Cover Plate 
plicity of installation. 


























install fitting on 



































nee No. 285 DOUBLE 
No. 110 “LATROBE” atalog on request DUPLEX RECEPTACLE 








The most attractive, 
compact and easy-to 


the 


market. Shown in illus- 
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those available to him for a 
breach of an unspoken or implied 
warranty. He has the same rights, 
and the wholesaler has the same lia- 
bilities whether the I 
spoken or unspoken. 


and 


warranty 1S 


Despite these legal restrictions, of 
course, there are many things a whole- 
saler’s salesman can say 
merchandise 


about his 
without involving his 
employer in any way. So long as he 
presents his statements simply as his 
own legal difficulties 
arise if it turns out that the goods 
do not comply with the opinions ex- 


pressed. 


opinions no 


Also, if the salesman’s opin- 
ion concerns something about which 
the purchaser can readily form his 
own opinion there is no warranty and 
no legal liability. 


Statements on Quality 


Statements by the salesman, how- 
ever, relating to the qualities and pet 
formance of the goods about which 
the purchaser has no way of arriv- 
ing at a conclusion, are likely to be 
This is 
because the wholesaler and his sales- 
man presumably have information 
about the goods which the purchaser 
does not have. This would be true 
in the case of new products that the 
purchaser had not previously handled 
or used. 

Sometimes an inexperienced sales- 


considered legal warranties. 


man will make statements about cer- 
tain products that his employer would 
not countenance if he knew of it. 
But ordinarily, in these cases, the 
wholesaler is responsible. In send- 
ing his salesman out to call on pros- 
pects, he is said to “clothe the sales- 
man with authority” to speak for him 
so far as the selling of merchandise 
is concerned. 


Salesmen’s Authority 


Customers have a right to rely on 
this apparent authority of the sales- 
man to speak for the wholesaler 
whom he represents. It is the old 
story of the employer being responsi- 
ble for the acts of his employee in 
the course of his employment, and 
this may even be so where the em- 
ployee actually violates the employer’s 
instructions. 

Thus it is that the conservative 
salesman affords an added value to 
the wholesaler who employs him. 
Not only does he win the confidence 
of the trade, but he keeps his em- 
ployer out of legal jams. It is the 
high-pressure salesman, careless per- 





46 














haps of what he tells his prospects, 
whose way is strewn with pitfalls 
tor both himself and the boss. 





You Can Sell 
Laundries 


CONTINUED FROM PAGE |! 


tomatic electrical printing scales. So 
there is a lot of specialized equipment 
employed. 

Actual washing is done in wheels. 
There may be three or more revers- 
ing motors per wheel. Temperature 
control is very close. Old wheels are 
constantly being modernized in ef- 
forts to match the performances of 
latest types without making heavy in- 
vestments. Here you can suggest 
safety and to 
steam and power 


things to increase 
smooth out the 
demand. 

Extractors, which take the water 
out of the clothes must start up, 
reach full speed and stop in about 
six minutes per cycle. Watch here for 
chances to sell magnetic brakes and 
devices to prevent synchronizing of 
startings. 

The ironing rooms are where the 
laundries lose the most money and 
have the most trouble. 
heated individual steam generators 
stop some of the surges in the steam 
and power demand loads, and permit 
a few ironers to keep running on 
Fridays or other slack days without 
having to get up enough steam to 
operate whole plants. On pressing 


Electrically 























































machines, motors or thrusters have 
displaced pneumatic 
power and muscular effort for open 
ing, closing and squeezing. 

But rug cleaning departments are 
just outgrowing their diapers. Many 
of their drying rooms are home-made, 
Here higher powered fans will do 
faster drying jobs and sometimes ad- 


very largely 


ditional fans can be installed to reach 
all areas alike. Also, many laundries 
offer a new service, taking their port 
able rug shampooers to the customers’ 
homes and cleaning the rugs right on 
the floors. You can sell them port 
able rotary brushes, waxers, vacuum 
cleaners and sanders to clean up the 
floor and make a job of it. 

There are many new dry cleaning 
departments. And 
many new fabric problems, old de 


since there are 
partments are continually being mod 
ernized. Here is an opportunity to 
sell unit heaters, electrically heated 
dye kettles and the like. 

And finally, engine rooms must be 
re-equipped to fit these new depart 
ments, as well as modernized to cut 
the high costs of fluctuating loads. 
Here you sell automatic control pan- 
els, arranged so no two heavy motors 
can start or reverse simultaneously. 
The water filtering, chlorinating and 
softening equipment is also some- 
thing to think about. And in big 
plants, find out what their plans are 
for electrolytic recovery of by-prod- 
ucts from their waste waters. 

It all makes a big market and any 
wholesaler’s salesman who wants to 
study it and understand laundry 


problems can make some money. 


THE LITTLE WHITE HORSE created considerable interest at the recent haymak- 
ing of the New England section of IES. Among those interested were Bob Hawks, 
Wheeler Reflector; Don Caverly, Hygrade-Sylvania; Paul Buckman, G. E. Supply: 
Jim Patrick, Benjamin Electric; Harry Nicol, Curtis Lighting: Phil Clerke and Leo 
Moran, Westinghouse Lamps; Reggie Bowman, Cambridge Electric Light and Dick 


Welsh, Graybar. 










Nicol has the horse under control. 
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Save Your Cast Iron 
Stomach 


CONTINUED FROM PAGE 12 


Hangover hints: Cold canned 
tomatoes are as valuable as anything 
else in fixing up hangovers—due to 
either eating or over-drinking. Bromo 
seltzers are a help, 


Personal Poisons: 
will that 

makes him feel 
often too much 


Your 
quently a 
something he eats 
squeamish. Quite 
mixing 
visable. But given a list of foods that 
disagree with him—and often a lot of 
them are items a man is fond of—it 
is possible for one to thread his way 
through the menu with digestive 
safety. 


One Good Don't: 


man discover 





Fre- | 


| 


up of different foods isn’t ad- 


| 
| 


Spread on 


every menu are the leftovers—scraps | 


disguised under such misleading names 
as cutlets, stew, croquettes. Because 


| 


bacteria multiply in food quite easily, | 


these leftovers contain -many 


more | 


| 


chances of stomach trouble than the | 


fresh items such as broiled and roast 
meats which Mrs. 
Smart travelers avoid them. They 
also avoid catsup and hot sauces in 
excess, hamburgers, hot dogs, and 
Mexican chile. All right for the 
growing boy, maybe, but not for the 
salesman who wants to keep his cast- 
iron stomach intact. 





THE SOUTHEAST is_ the 
ground for Ernest Higginbottom. 


hunting 
And 
he is out after customers for Bull Dog 


products. Ernie has been selling for 
the firm several months. Before that 
he was with Harvey Hubbell and 
General Cable. 


Schwin refers to. | 


| 
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THE DEPENDABLE 
UNIT FOR PROFITABLE 


SALES RESULTS - 

































































QUICK 
DETACHABLE 


BRACKETLITES 


with 





INTERCHANGEABLE REFLECTORS 


A graceful aluminum bracket that can be mounted 
anywhere and a choice of light-control equipment 
that adds to its range of usefulness. 
ordinary assembly of wall flange, conduit stem, and 
socket fitting for outdoor lighting. 
for contractors, 
proved unit for outdoor lighting and a good looking 
job. Just the thing for today's lighting needs. There's 
money for you in selling the QUAD Line. 


Replaces the 


Just the thing 
industrial plants who want an ap- 


QUADRANGLE MFG. CO. 


CHICAGO, 


32 S$. PEORIA ST. 





| of air per minute .,. . 





KITCHEN THe 
1 AT 


Adjustable for 





on windows 24” to 37”... 
10” quiet type fan with aluminum 
blades capacity 600 cubic feet 


weather-tight 
shutters motor switch operates 
by a pull cord ... steel frame French 
gray finish. This is a vent fan that 
costs little to operate . 
and efficient. 
for complete information. 


SIGNAL ELECTRIC MFG. CO. 
Menominee, Michigan 
Offices in all principal cities 


rok tab Vi 
oie BEAL 

















practical | 


List price $18.50. Write | 
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“VISE TITE” 


—a NEW, 
BETTER 

| WIRE 

_s CONNECTOR 


A tapered thread makes 
the connector VISE TITE 
and trouble-free. Sim- 
ple, double-protection, 
economical. WRITE 
FOR FREE SAMPLE 





Your buyers will appre- 
ciate the difference this 
tapered thread makes. 
Write for samples and 
proposition. 





Patent Pending 









M & M COMPANY 


21 MUIRHEID AVENUE 
TRENTON, NEW JERSEY 






























































OK 


ILSCO 


SOLDERLESS CONNECTOR 


NO SPECIAL TOOLS 
REQUIRED TO 
MAKE CONNECTION 


ILSCO solderless connec- 
tors eleminate need for 


special tools, thereby 
providing faster, perma- 
nent connections. Other 


ILSCO features: 


NO set-screw contact . 


NO flattening or separat- 
ing of stranded wires 


NO limitation to one size 
WHO « o « 
NO shearing effect what- 
soever ..«-« 


NO need for you to search any longer for the 
PERFECT Solderless Connector... WE HAVE IT! 
Six Sizes Take Care of All Wires from No. 14 to 
1,000,000 C.M. 





FREE—A large display board bearing 
mounted samples of ILSCO lugs. Ad- 
dress Dept. WS 











r 


ILSCO COPPER TUBE & PRODUCTS, INC. 
5629 Madison Road, Cincinnati, Ohio 








YOU CAN’T GO WRONG— 
if you “RELY ON RELIANCE” 


A complete line of thoroughly 
dependable quality time switches 
with innumerable exclusive fea- 
tures, giving you more time switch 
sales opportunities. 


For 28 years the name of Reli- 
ance has stood for the best in the 
time switch field. A good line to 
handle because profits are not 
eaten up by expensive come-backs. 

Write for full information on 
this profitable line. 


RELIANCE AUTOMATIC LIGHTING CO. 
1911 Mead Street Racine, Wis. 
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Manufacturers’ Representatives 
WANTED 


Majority of states available. Recog- 
nized and established line of 
CONDUIT FITTINGS. Leading 
wholesalers in most states now han- 
dling the line. It is a money 
maker. We invite correspondence 
from live wire manufacturers’ rep- 
resentatives who can do a real 
selling job and we guarantee terri- 
torial protection. State whether you 
maintain a warehouse. Address 
your letters to 


Box No. WS-71, Wholesaler’s Salesman 
330 West 42d St., New York City 
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THE “OLD RELIABLE” 


PLYMOUTH RUBBER COMPANY. Inc. 


CANTON, MASS 
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THE PERFECT SPLICE | 


MANUFACTURED BY ae 


UTH RUBBER COMPANY Inc. 


CANTON, MASS. U.S.A. 


put the 


inta 
your selling 


When we have a lot of items or services to 
sell we sometimes wonder how in the deuce 
can we get real punch into our sales talk. 

It stands to reason that the more things we 
talk about the less information the prospect 
can absorb about any one thing. But, on the 
other hand, we have the problem of making 
the prospect KNOW that we are the logical 
source of supply for the many things we handle. 


A lot of good salesmen have solved the The items picked out to concentrate on first 


problem by looking around and asking ques- and hardest should be the ones that "stay sold" 
tions until they find out what items the prospect and bring in repeat business. 


is getting elsewhere. Then they take one of Most salesmen sell many such items — for 


these items and concentrate on it until they examgle, CUES Senerten Fue. Ther ectell 
have the business or know the reason why. . the P 9 : Y — 
give the salesman a lot of good talking points 

After that they work on one after another and "stay sold"—but they also make the house 


of the items until they get that buyer knowing a mighty nice profit. That's why it pays to 
full well that they are the ones who should get put the pressure behind them whenever we 


the orders. find a fuse user who is buying some competi- 
It's surprising how much enthusiasm and tive fuse. 


punch we can get into our selling when we If your selling talk on BUSS fuses is a little 
concentrate on one main idea and work it for rusty, ask your sales manager or the BUSS Fuse- 


all it's worth. Try it. man in your territory for some of the helpful 
But just picking out items is not everything. literature that BUSS gladly supplies for you. 


SUSSMAN 2 ree Fh we acon odd St. Louis 


BUSS super-tts FUSES 





